PUBLISHED 
WEEKLY at 100 
E. OHIO ST. 
DEL. 1337 


-_— 


dvertising 


g 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Entered as second-class matter Jan. 9, 1932 at the postoffice at Chicago, Ill., under the act of March 3, 1879. 


SECOND ST. 
BR. 9-6432 


Vol. 7, No. 11 


MARCH 16, 1936 


ied 


5 Cents a Copy, $1 a Year 


Rough Proofs 


Jim Young says that idea produc- 
tion can be put on an assembly-line 
pasis. This is dangerous propaganda 
—the copy-writers will soon want to 
adopt a piece-work plan, with time- 
and-a-half for over-time. 
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Advertising men as a class re 
sented Hoover, and most of them are 
opposed to Roosevelt. Just goes to 
show how consistent they are in de- 
manding change, improvement and 
the adoption of new models. 
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Maybe Goodyear had better cancel 
that Sears, Roebuck arrangement, 
after all. It’s had so much publicity 
that Sears is now in a position to 
cash in on all those Goodyear four- 
color spreads, without any of the 
inconvenience of preparing them. 


FY. oe 


The Corn Belt Wireless Network 
will operate without benefit of tele- 
phone wires. From the A. T. & T. 
standpoint, some of the people in the 
radio business are taking “wireless” 
entirely too literally. 


- . 


Providing a chain broadcast with- 
out a telephone hook-up is like in- 
troducing a Ford in a market that 
has been used to paying for Lincolns 
and Cadillacs. 


> fey 


Now that the railroads are going 
into the bus, motor truck and_air- 
ways business, they won’t care what 
sort of transportation you buy, as 
long as you buy transportation. 
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The only really clever wise-crack 
that has come out of the building 
employes’ strike is Walter Winchell’s. 
The theme song is, “Mr. Otis Re- 
grets.” 
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The Maryland Casualty Company 
is going to try to explain what cas. 
ualty insurance really is. That ought 
to be easy—it’s the business that’s 
left after the life and fire companies 
get theirs. 

v v v 


The only casualty the insurance 
companies seem to have overlooked 
is providing against the terrific haz- 
ard of loss of elevator service to men 
with bay-windows. 
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Automobile sales executives are 
worried over poor retail salesman- 
ship. But maybe that’s the only kind 
they can afford to buy with a 5 per 
cent commission. 
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Now that tonsorial artists are dis- 
covered to be bootlegging some of the 
be ter-kn0own hair-tonics, one can an- 
‘wer Omar’s question about what the 
ba bers buy one-half so precious as 
'h’ Stuff they sell. 


. - 


Westinghouse is celebrating its 
fiftieth birthday, but the executives 


are very careful to talk to their 
'riends and customers about a 
“golden” anniversary, in quotation 
marks. 

v vy 


Like the chap who spoke harshly 
' the immediate ancestry of the Vir- 
sinian, the tip to those who speak 


hardner.” 
v v ¥v 


The prize-winner in the next issue 
‘t The Bawl Street Journal will be 
‘nN editorial explaining the signifi- 
anee of midgets and senators in the 
‘te of a great financier. 


CRUSADES FOR 
MORE EFFICIENT 
RECEIVING SETS 


St. Paul, Minn., March 13.—With 
radio advertisers spending millions 
to bring listeners the best talent 
available and with radio stations 
spending large sums to carry these 
programs to audiences with fidelity, 
KSTP, independent station of the 
Twin Cities, has begun a new pio- 
neering work for better radio re- 
ception in a drive aimed directly at 
faulty receiving sets. 

The new program series, known 
as “Getting the Most Out of Your 
Radio,” is designed to hasten the 
day when programs will be carried 
into the homes of radio listeners 
with the same clarity with which 
they leave the transmitters and 
studios. 


Sets Are Obsolete 


The campaign, said to be first of 
its kind, was conceived by KSTP’s 
technical supervisor, Hector Skif- 
ter; its chief engineer, Lester H. 
Carr, and its educational director, 
Thomas Dunning Rishworth. 

Believing that the home radio set 
is the weakest link in the broad- 
casting chain because many are ob- 
solete in the light of recent techni- 
cal advances, and therefore much of 
the advertiser’s talent is. wasted, 
KSTP is attempting to plant the 
seed of doubt in the mind of each 
listener—doubt that his set is giv- 
ing him perfect or even good recep- 
tion. 

The first program, which went on 
the air this week, consisted of cut- 
ting off certain frequencies and ask- 
ing the listener to observe the ef.- 
fect on the quality of transmission. 
A frequency run was made over the 
entire audible pitch range to enable 
the listener to ascertain how much 
of the sound range his set is ac- 
tually reproducing. 


Proving the Point 


During the demonstration it was 
pointed out that if the listener could 
not note any difference in quality 
when certain frequency ranges were 
cut off, his set is not functioning 
properly. 

Wide range transcriptions are 
used for the demonstration, which, 
scheduled for every Friday, 9:45 to 
10 p. m., also includes music and 
talks. 

KSTP is not only pushing its new 
campaign vigorously, but is enlist- 
ing support of other stations 
throughout the country, regardless 
of size or affiliation, to the same 
end. 
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Filene Starts Consumer 


Co-op Department 


Astute Retailers View Co- 


Operative Move As 
A Threat 


Chicago, March 13. — Though 
broadly speaking, coOperative mar- 
keting has attracted little attention 
from national advertisers, many as- 
tute merchandisers, especially in the 
retail field, have long regarded it as 
a serious threat to the present dis- 
tribution system. 

Among these is J. Frank Grimes, 
president, Independent Grocers’ Al- 
liance of America, voluntary chain. 
Speaking recently before the Na- 
tional-American Wholesale Grocers’ 
Association in Chicago, Mr. Grimes 
said that the movement has gained 
such momentum in this country that 
the independent manufacturer 
wholesaler and retailer must seri- 
ously consider whether his function 
can be justified. 


Grimes Offers Solution 


Going even further Mr. Grimes 
said frankly that in his own opinion, 
unprecedented codperation to de- 
velop an efficient, low-cost distribu- 
tion system is the only chance to 
meet the new coRilenge. a4 

Squarely at stake{ he said, is the 
principle of indjvidual ownership. 

“When the consumer codéperative 
movement really gets under way,” 
he asserted, “the most efficient dis- 
tributive system developed by inde- 
pendents will bear the brunt of the 
battle on which will depend the fate 
of independent ownership.” 

He said that the future of the co- 
Operative, however, depends on the 
calibre of leadership available. 

“And it now appears,” he _ re- 
marked somewhat  pessimistically, 
“that it is not only going to have effi- 
cient leadership, but smart, clever 
and truly brilliant captains. And 
behind this situation may be a 
sponsorship of incalculable propor- 
tions.” 

In 1934, the United States had 6.,- 
600 codperative societies. which did 
a sales volume of $365,000,000, and 
had the lowest mortality of any re- 
tail business, Mr. Grimes said. 

Pointing to efficiency of coépera- 
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NEW BATTLE 


BEER IS BETTER 
IN BOTTLES” 


Opening shot in new beer container war. 
(Story on Page 38.) 


tives, Mr. Grimes cited the United 
Coéperative Society, at Maynard, 
Mass., a town of 7,000 population 
which did a business in 1935 of 
$375,000, operating a main _ store, 
small branch store, dairy plant, coal 
yard, grain and feed business, fuel 
wil and ice plant, filling station, and 


| bakery. 


It has a capital and surplus -of 
$75,000. Its ratio of current assets 
to current liabilities is 4 to 1. Gross 
profit covering all lines was 24 per 
cent; total operating expenses, 19% 
per cent; net available for patron- 
age dividends, 414 per cent. In the 
food departments its gross profit 
was 17.57 per cent; expenses 13.91 
per cent; net 3.66 per cent. 

Every manufacturer, wholesaler, 
and retailer will find it time well 


(Continued on Page 6) 


Tattoo Enters Field 


of Cream Mascaras 


Chicago, March 13.—Tattoo, Inc., 
has appointed Phelps-Engel-Phelps, 
Inc., to handle advertising of its new 
cream mascara, in addition to Tattoo 
lipstick. 

Color pages and lesser units in 
black and white will be used in wom- 
en’s and fiction magazines. 


Last Minute News Flashes 


Hines New Publisher of Boston Transcript 


Boston, Mass., March 13.—W. N. Hines has been appointed publisher 
and general manager of Boston Evening Transcript by President George 


E. Stephenson. 


Shedd Vanderberg has resigned as advertising director. 


Mr. Hines, who was formerly publisher of San Francisco Bulletin, and 
more recently with Philadelphia Record, has placed national representa- 
tion with O’Mara & Ormsbee, effective March 23. 


Orange Milk to Make Debut in Indiana 


Indianapolis, 


Ind., March 13.—Dairies in 27 adjacent counties will 


shortly begin promotion of Freshway Orange-An, a combination of orange 
juice and milk, following tests by Golden State Company in California. 


Equipment leased by Paul Hawkins Co., 


Chicago, is used in production. 


Stahl New Detroit Manager for G. C. & N. 


Detroit, Mich., March 13.—H. E. Stahl has been appointed Detroit 
manager for Geyer, Cornell & Newell, succeeding Vance C. Woodcox, 


resigned. 


Frank Clarke has joined the branch as production manager, 


Guyer Resigns as Seagram Promotion Manager 


New York, March 13.—William Guyer has resigned as sales promotion 
and merchandising manager of Seagram-Distillers Corporation. 


Stores 


Finances Consumer Distri- 
bution Corporation in 
New York 


New York, March 13.—With a capi- 
tal of $1,000,000 provided by Edward 
A. Filene, Boston department store 
magnate, Consumer Distribution Cor- 
poration this week began formation 
of consumers’ coéperative groups in 
several cities, under direction of Her- 
bert E. Evans, who recently resigned 
from the Filene organization to be- 
come vice-president of the new sys- 
tem. 

The basic plan, as reported in Ap- 
VERTISING AGE of Jan. 27, is to return 
everything, beyond nominal salaries, 
to the consumers who make all busi- 
ness and all profits possible. While 
asserting that “the real field for co- 
6perative savings lies in higher-price 
goods such as clothing, furnishings 
and house-furnishings,’ Consumer 
Distribution Corporation made it 
clear that it hopes to provide mam- 
moth stores where everything needed 
by a family may be purchased, 
whether it be an insurance policy or 
an automobile. 


Gives Complete Service 


Cousamer Distribution Corporation 
will operate 4s a central body to lend 
aid, financial and legal, to these huge 
local coéperative stores. How to buy, 
sell and conduct research are among 
the types of service it stands ready 
to extend. 

Capital required for codéperative 
stores is estimated at one-third of es- 
timated annual sales. In large cities 
annual retail volume is fixed at three 
million dollars; in cities of from 200,- 
000 to 500,000, one million dollars; 
from 50,000 to 200,000, $600,000. 

Coéperative groups are advised to 
buy at stores having the required vol- 
ume. If a store is unprofitable it is 
suggested that no payment for good- 
will will be made. 

Mr. Evans stated that the program 
will be confined to retail distribu- 
tion, and will not take in manufac- 
turing as in Sweden, England, Scot- 
land, and other countries. 


How They Operate 


Foreign coéperatives use advertis- 
ing in a conservative way and Amer- 
ican groups will probably follow the 
same practice, Mr. Evans said. Mer- 
chandise will be selected by labora- 
tory tests, and advertising will be of 
the informative type. 

The consumer codéperative move- 
ment has received considerable im- 
petus from the preaching of Dr. Toy- 
ohiko Kagawa, the noted Christian 
leader of Japan, who is now touring 
this country, it is understood. Dr. 
Kagawa identifies coéperation with 
Christianity, and recommends that 
seven types of coéperatives be estab- 
lished to meet the basic needs of in- 
dividuals, as follows: (1) life insur- 
ance and health insurance coépera- 
tives; (2) producers’ coéperatives; 
(3) marketing codéperatives; (4) 
credit coédperatives; (5) mutual aid 
coéperatives; (6) public utility co- 
6peratives; (7) consumers’ codpera- 
tives. 


Mr. Evans asserted that coépera- 
tive activities have played an impor- 
tant part in our present economic 
savings 


structure, inasmuch as 
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banks, many insurance companies, |Memorial building}uf the University | Defeats Chain Attempt with nine insertions totalling 4,600 


credit unions, farmers’ unions, and | 
other institutions are coéperative in| 
character. 

Consumer Distribution Corpora- 
tion is the tool Mr. Filene has cre- 
ated to execute his long expressed 
conviction that buying power of the 
masses must be greatly increased 
by cutting prices of merchandise to 
the irreducible minimum, and then 
giving back «any profit which is 
made. 

The Filene Credo 


His 
points: 
1. As many as possible of the 
commodities in constant demand by 


platform contains only three 


the consumer must be sold under 
one roof. 
2. The organization can = and 


must have all of the strength of an 
individually owned store, of a chain 


of Wisconsin. 
Views of Problem 


“It is our problem,” he 
that occasion, “to «iscover 


said on 
a sys- 


tem of national organization to 
which the Credit Unionists of all 
states can and will subscribe. 


We are a movement of the people to 
free themselves trom financial 
tyranny; and we are as truly a part 
of the world struggle towurd democ- 


|racy as if we had been living under 
political tyranny and had banded to- | 


gether to free ourselves. 
“We insist that such 
we deposit in our 
Unions shall be administered demo- 
cratically in ways which will be of 
maximum service to all-—-to borrow- 
er and lender alike. A_ million 
Americans have perceived the ad- 
vantages inherent in such a coop- 
erative credit plan. This coming 


Savings as 
own 


organization, and of a mail order 
house. 
3. The store 
its patrons. 
Mr. Filene 
voice, not 


must be owned by 


has been raising his 
in the wilderness, but at 


meetings of credit union leagues in | 


many states. In this fashion, he ex- 
pounded his views to members of 
the Wisconsin Credit Union League 
at Madison Feb. 10 and to the Cali- 
fornia Credit Union League at Sac- 
ramento on Feb. 22. The former 
address was delivered in the Union 


year, unless all signs fail, there will 
| be another million; and sooner than 
| we may be ready for it, the Ameri- 
can masses generally may adopt the 


| Credit Union habit and there will | 
dollars at | 


| presently be billions of 
their service.” 


| - 


| Moss Appointed 

Field’s Shoes, New York, foot- 
| wear chain, has appointed Moss As 
| sociates to conduct a newspaper, ra- 
| dio and direct mail campaign. 


to Escape State Tax 

Gulf Refining Co. cannot avoid pay- 
ment of a state tax levied against 
chain stores by altering the status 
of its filling station operators in West 
Virginia to “authorized licensed deal- 
ers,” the United States Supreme 
Court has ruled. 

Such dealers, who leased filling sta- 
tions from the company, were li- 
censed by the company to handle its 
| products, and had contracts for sale 
of gasoline to them by the company, 
are still agents of the company with- 
'in meaning of the state law, the 
| Court declared. 


Dawson Edits A. & S. 

Raleigh W. Dawson, advertising 
research specialist of United States 
Department of Commerce and editor 
of Domestic Commerce from 1931 to 
1935, has been made managing editor 
of Advertising & Selling, New York. 
The new “Market Data Handbook,” 
completed while he was with the De- 
partment, will be issued within 60 
days. 


credit | 


B-D Adds Brower 


Percival S. Brower has been added 
to the staff of Bachenheimer-Dundes, 
Inc., New York agency, as account 
executive. He was previously adver- 
tising manager of Mondette Wine Co. 
|and a member of Brower-Tobias. This 
|agency has been appointed by Troy 

Hills, Ine., developers of Lake Hia- 
watha. 


“Afternoon 
mules away are no nove 
hawks who fly with Goce 


newest Des Moines Register and 


Tribune airplane. In 
they soar from home 
corner of Lowa—no mo 
it takes to drive from 


hattan to the outer borders of Brook- 


lyn. 
Des Moines Register 


newsgathering is streamlined—built 
. By speedy 


to make all Iowa a city 
plane; by the con- 
stant watchfulness 
of more than 300 
expert state re- 


assignments” 


150 
‘Ity to news- 


odd News VI, 


54 minutes 
field to any 
re time than 


lower Man- pa per —full 


are doing. 


Alert 


and ‘Tribune 


advertisers 
Moines Register and 'Tribune’s more 


News VI, newest Des 
Moines Register and Tribune 
airplane. Top speed 190 m. p. 
h.; carrying capacity, 5; 
240 feet per minute; 
load, 
gine ; 


(food 


climb, 
useful 
2,300 Ibs.; 525 h. p. en- 
pu rchased Januray, 1986, 


porters; through all major press 
services—alert home office newsmen 
cover a whole state as well as most 
newspapers cover their own cities. 
275,028 Lowa families enjoy The 
Des Moines Register and ‘Tribune 
every day because it’s their news- 


of the latest news of 


what they and the rest of the world 


The Des 


use 


than 40°, coverage of all Iowans 


to convert an entire state into an 
“A” schedule 
‘asily captured billion and a half 
dollar market. 


“sales  city”—an 


ANGOSTURA IN 
MEAT PRODUCTS 
JUMPS VOLUME 


Unique Campaign Credited 
with Startling Results 


New York, March 12.—-With sen- 
sational results already registered, 
Angostura-Wupperman Corporation 
is helping both itself and the coun- 
try’s meat packers by licensing the 
latter to use Angostura Bitters in 
processing sausages, frankfurters, 
liverwurst and other delicacies. 

Delighted packers have seen their 
businesses double and triple under 
the potent sway of the new formula. 
The licensing corporation modestly 
declines to state the size of the new 
market it has uncovered for an old 


product. 
The ingenious plan “just grew.” 
A packing house chemist, looking 


for a quick cure for meat, noticed 

the food recipe contest which was 

used last summer by Angostura and 

tried it out on processed meats. The 

results surprised everybody. 
Telling the Trade 

The packer then approached the 
Angostura-Wupperman Corporation, 
which decided it had struck gold 
and announced its discovery and 
plans in The National Provisioner 
and other papers reaching the trade. 
Several hundred packers have been 
licensed, and they are using sweep- 
ing advertising to tell their local au- 
diences of the treat in store. 

A. B. La Far, sales manager of 
the company, said that use of An- 
gostura Bitters does not change the 
flavor of meats, but intensifies the 
existing flavoring. The flavor and 
color fixation have long been known 
to hotel chefs and a few housewives, 
he said. 

In the case of sausage,only a small 
quantity of Angostura is required— 
only one or two ounces to 100 
pounds of meat. While it is easy to 
apply, a certain process has been 
developed by Angostura. 

“We are definitely restricting the 
tie-up of packers with Angostura 
only to those who agree to use qual- 
ity ingredients in producing pro- 
cessed meat products under this li- 
cense,”” Mr. La Far stated. 

Many Are Licensed 

“We already have licensed pack- 
ers in Chicago, St. Louis, Omaha, 
Kansas City, Detroit, Milwaukee, St. 
Paul, Minneapolis, Indianapolis, 
Cleveland, Madison, and Denver. 

“These packers identify products 
cured by Angostura by seals and 
tags provided by us. We will back up 
the packers with newspaper and 
magazine advertising. 

‘Newspaper advertising will be 
started May 1, probably in Chicago, 
and extended as fast as distribution 
warrants. A three-month schedule, 


lines will be used at the outset, ang 
continued as results are observed.” 
Mr. La Far said that manufactur- 
ers of other foods, such as candy, 
chewing gum and bakery products, 
are testing Angostura Bitters. Dona- 
hue & Coe, Inc., is the agency. 


P. & G. Stage Another 
Big Camay Contest 


Procter & Gamble, using 225 news. 
papers, last week launched one of the 


| largest contests ever sponsored by a 
|national advertiser, the prize list to- 
|taling $103,000. 


It features Camay 
soap. 

A fair distribution of prizes was 
assured by establishment of five con- 
test zones, with 294 prizes assigned 
to each. The first prize is $3,000 in 
cash. The next 1,470 are 1936 RCA. 
Victor radio sets valued at $100,000. 
Entrants, mailing three Camay wrap- 
pers, need only finish a sentence tell- 
ing why Camay is their beauty soap. 

In addition to the black and white 
newspaper list, Procter & Gamble are 
running color pages in The American 
Weekly, This Week and Metropolitan 
Group. The contest is also featured 
on the “Forever Young” radio pro- 
gram. Pedlar & Ryan, New York, is 
the agency. 


Claims Fair Trade Law 
of Kentucky Is Invalid 


Expressing the opinion that the so- 
called “fair trade’ act passed by the 
1936 General Assembly is unconstitu- 
tional, Attorney-General B. M. Vin- 
cent has advised Kentucky merch- 
ants to ignore the law’s provisions. 

The law prohibits sales at below 
cost plus reasonable markup for over- 
head and profits, and provides pen- 
alty where intent can be proven of 
destroying competition. 


FTC Acts On Neet, 
Home Drug Copy 


Neet, Inc., Chicago, has been or- 
dered by the Federal Trade Commis- 
sion to show cause why an order, al- 
leging false and exaggerated claims 
for its depilatory, Neet, should not 
be issued. 

The Commission has ordered Home 
Drug Co., Minneapolis, to cease rep- 
resenting ‘Prescription No. 69” as a 
remedy for gall stones and gall blad- 
der diseases. 


Does Radio Publicity 


Publicity Associates, New York, 
which has among its clients Haile 
Selassie, has opened a department 
devoted to exploitation of radio pro- 
grams, artists and special broadcasts 
under supervision of J. Fred Coll, 
formerly of American Broadcasting 
System, and Miss Bettie Glenn, for- 
merly of National Broadcasting Com- 
pany and WMCA. 


Levy Join Salzman 

Raphael Levy has joined H. A. 
Salzman, Inc., public relations, New 
York, as vice-president, and director 
of the Fashion News Bureau, a divi- 
sion of H. A. Salzman, Inc. He was 
previously with Pendleton Dudley & 
Associates, New York. 


Places Strike Copy 


The Realty Advisory Board on La: 
bor Relations, Ine., New York, is 
placing copy concerning the elevator 
and building servicé men’s strike 
through Luckey Bowman, Inc. 


And now Colorgravure 
at rates that are reasonable 


MILLION 


CIRCULATION 


—over six million 


circulation at 
new low rates 
for the thou- 
sand line unit. 
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Bronch Offic 


Mon apne CK Buio«g., 


the picture of a modest little building, 
often no more pretentious than a barn—the 
original home of the enterprise. 


Heinz in Pittsburgh, Ford in Detroit, Campbell's in 
Camden, Armour and Swift in Chicago, Colgate in 
Jersey City, Goodyear in Akron, A. & P. in New York, 
Nash in Kenosha, Procter & Gamble in Cincinnati and 
hundreds of others—all started in modest surroundings. 


From humble beginnings have sprung today’s giant 
industries. In the years between, each has written its 
. own epic of achievement. But all have 

, . built upon the foundation of one basic 

> truth; all have recognized that there 
is only ONE market for big business. 


The small specialty manufacturer 
may limit his sales objective to small, 
specialized markets. But for the manu- 
Clerk and College Profs tacturer seeking to merchandise mil- 

lions of units a year, there ts only one 
market, \t is a market as big and as broad as the buying 
population of the United States. It is all classes of people 
merged into one major class: The people who buy goods. 
That is the only market big enough for big business. 


Who spends $30,000,000,000. a year? 


You can sell the families of all the bank presidents and 
great industrialists in the country and you won’t even 
scratch the surface of the great American market. You 
can sell all the factory. workers and you still won't 
make a dent. And you won't find enough executives or 
bookkeepers, school teachers or nurses to account for 
even a small part of the total retail sales. 


You must consider them all, all the people who buy 
goods, to tap the wealth of the nation’s buying power 
—to find the market that consumes ¢Arrty bi//ion dollars’ 
worth of commodities a year! 


How to sell the one great market 


To reach the people who buy goods, ad- 
vertising must go where goods are bought. 
It must go to those geographically small 
but rich trading areas of the nation where 
the people in ove-ffth of all the counties 
buy four-fifths of all the commodities. It must go to the 
people in the key cities of 10,000 population and over 
whose expenditures account for 70% of all retail sales. 


Surgeon and Nurse 


concentrates and dominates, as no other publication 
does, in the great 4uying areas of the nation. It reaches 
from 20% to 50% of all the families living in 614 of the 
995 key cities of 10,000 population and over. It reaches 
one-fourth of all the English-reading families in America! 


The largest, most 


responsive audience in 
the world! 


More than 5,500,000 families 
read The American Weekly. 
The eyes of twenty million 
people are focused upon its pages. Men and women 
of all types are interested and entertained by the most 
fascinating and universal editorial appeal ever conceived. 
All are irresistibly drawn to the dynamic drama of life 
told in words and pictures by an editor who knows what 
interests people and why. 


Mechanic and Broker 


Debutantes and stenographers alike réact to the basic 
human emotions that motivate the true-life stories. 
Bankers, professors and store clerks 
share a consuming curiosity about 
the marvels of science as portrayed 
graphically and authentically in The 
American Weekly. 


Advertisers know what this intense 
reader interest means in terms of 
responsiveness. They know what it 
means, in terms of dollars and cents, 
to contact the buying power of over 
five and a half million families living and spending in 
the richest market in the world. 


Chauffeur and 
Bank President 


Where this magazine goes 


The American Weekly is the largest magazine in the world. 
It is distributed through the 17 great Hearst Sunday 
newspapers. 


In each of 158 cities, it reaches one 
out of every two families 

In 146 more cities, 40 to 50% of the 
families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


. and, in addition, more than 
1,982,000 families in thousands of Debutante and Stenographer 
other communities, large and small. 


THEAMERICAN 


Greatest 
Circulation 


in the World 


WEEKLY 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


es: PALMOLIVE Bioc., CHicaco 


San Francisco 


5 WintHrop Square, Boston 


Generar Motors Bripc., Detroit 


.. Arcave Bipc., St. Louis Epison Bupc., Los ANGELES 


Hanna Bioc., CLEVELAND 101 Marietta St., ATLANTA 


The SOCIAL REGISTER 


of 


AMERICAN BUSINESS 


A pertial list of Important Advertisers in The American eekly 
during 1934, 1935 and 1936 


Admiracion Laboratories, In 
Afhliated Products 
Edna Wallace Hopper 
Neet 
American Chicle Co. 
American Kitchen Products Co. 
American Radiator Co. 
American Safety Razor Corp. 
American Tobacco Co, 
Armour and Company 
Associated Oil Co. 
Axton-Fisher Tobacco Co., Inc. 
Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing Corp. 
Ben-Burk, Inc. 
Best Foods, Inc., The 
Borden Co., The 
Boyle Company, The A. S. 
Plastic Wood 
Three-in-One Oil 
Bristol-Myers Co. 
Ingram’s Milkweed Cream 
Ipana Tooth Paste 
Mum 
Sal Hepatica 
Brown & Williamson Corp. 
Burnett Co., Joseph 


California Fruit Growers Exchange 


California Packing Corp. 
Campana Sales Co, 
Carter's Ink Co. 
Champion Spark Plug Co. 
Chesebrough Mfg. Co., Cons’d 
Chieftain Mfg. Co., The 
Chrysler Corporation 
Dodge Bros. 
Plymouth 
Clorox Chemical Co. 
Coca-Cola Co 
Colgate-Palmolive-Peet Co. 
Brushless Shave 
Dental Cream 
Palmolive Soap 
Super Suds 
Conklin Pen Co. 
Corning Glass Works 
Crosley Radio Corp.. The 
Dennison Mfg. Co. 
Ethy! Gasoline Corp. 
Eugene, Ltd. 
Fitch Co., F. W. 
Florence Stove Co. 
Ford Motor Company 
Frederics, Inc., E. 
General Cigar Co. 
General Electric Co. 
General Foods Corp. 
Calumet Baking Powder 
Jell-O 
La France 
Maxwell House Coffee 
Minute Tapioca 
General Mills, Inc. 
Bisquick 
Gold Medal Flour 
Wheaties 
General Motors Corp. 
Chevrolet Motor Co. 
Fisher Body Corp. 
Pontiac 
Gillette Satety Razor Co. 
Gold Dust Corporation 
Shinola 
Silver Dust 
Goldman, Mary T. 
Goodyear Tire & Rubber Co., Inc. 
Great Atlantic & Pacific Tea Co. 
Grocery Store Products, Inc. 
Heinz Co., H. J. 
Holland Furnace Co. 
Hubinger Co., The 
Hudnut, Richard 
Hump Hairpin Mfg. Co., The 
Janvier, Inc., Walter 
Jergens Co., Andrew 
John Hancock Mutual Life 


Insurance Co 


Johnson & Johnson 

Johnston Co., Robert A. 

Kaufmann Bros. & Bondy, Inc. 

Kellogg Co 

Kelvinator Corporation 

Knox Gelatine Co. 

Kolynos Co., The 

Kotex Company 

Kraft-Phenix Cheese Corp 

Lambert Pharmacal Co. 

Lamont, Corliss & Company 
Pond’s Face Creams 
Pond’s Face Powder 

Lane Bryant 

Lea & Perrins, Inc. 

Leeming & Co., Inc., Thos. 

Libbey-Owens-Ford Glass Co. 

Libby, McNeill & Libby 

Lipton, Inc., Thomas J. 

Lorillard Co., Inc., P. 

McKesson & Robbins, Inc. 


Metropolitan Life Insurance Co. 


Modess Corporation, The 

Nash Motors Co. 

National Biscuit Co. 

Ritz Crackers 
Shredded Wheat 

National Carbon Co. 

National Radio Institute 

Nestle-Le Mur Co., The 

Norwich Pharmacal Co., The 

Old Dutch Cleanser 

Oyster Institute of North 
America 

Pacific Mills 

Park & Tilford 

Parker Pen Co., The 

Penick & Ford, Ltd., Inc. 

Pennzoil Co., The 

Pepsodent Co., The 

Perfection Stove Co. 

Pillsbury Flour Mills Co. 

Pineapple Producers 
Cooperative Ass'n, Ltd. 

Premier-Pabst Corp. 

Procter & Gamble Co., The 
Camay 
Crisco 
Ivory Soap 
Oxydol 

Quaker Oats Company, The 
Aunt Jemima 
Quaker Oats 

Reynolds Tobacco Co., R. J. 

Royal Lace Paper Works, Inc. 

Rutland Fire Clay Co. 

Schenley Products Co. 

Schnefel Bros., Inc. 

Scholl Mfg. Company 

Sealed Power Corporation 

Seminole Paper Corp. 

Sheaffer Pen Co., W. A. 

Simmons Company 

Singer Sewing Machine Co. 

Socony-Vacuum Oil Co., Inc. 

Staley Mfg. Co., A. E. 

Stanco, Inc. 

Standard Brands, Inc. 
Chase & Sanborn’s Coffee 
Fleischmann’s Yeast 
Tender Leaf Tea 

Standard Oil Co., The 

Sta-Rite Hair Pin Co. 

Sterling Products Co. 

Bayer Aspirin 
Phillips Milk of Magnesia 

Swift & Company 

Thermoid Co. 

Union Oil Co. of California 

United States Rubber Co. 

Wander Co., The 

Warren Corp., Northam 
Cutex 
Glazo 
Odorono 

Watkins Co., The R. L. 

Wrigley Jr. Co., Wm. 

Young, Inc., W. F. 


“ess  Cock-A-Doodle-Doo 


In the month of February, The American Weekly made a 
substantial increase in linage and revenue, over February 
1935, continuing its record of progress for 1936 which 
started with a similar increase in the month of January. 


March 16, 1936 -_ ADVERTISING oer = 7 ee 3 
N : 
0 Dusiness Grows Great 
1) 4 € 
Hit Selis Lhis Market 
N the office of many a big business hangs That is why the leaders of American business advertise 
| in The American Weekly. For The American Weekly = 
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March 16, 1936 


Entire 


Detroit, Mich., March 10.—Takirg 
advantage of the largest advertising 
campaign ever conducted by Kelvi- 
nator Corporation, retail salesmen 
carried a special advertising mes- 
sage directly into homes of thous- 
ands of prospects during the week 
of March 9. 

Dealers’ sales curves mounted as 
their salesmen closed sales to their 
ten best prospects on the first call 
after the appearance of Kelvinator’s 


Selling Job 


advertisement of 1936 mcdels which 
appeared in the Saturday Evening 
Post and Collier’s. A complete mer- 
chandising plan, worked out by Kel- 
vinator Corporation and carried out 
by the salesmen, brought about 
these sales. 


Breaking the News 


First announcement of this mer- 
chandising plan was given to Kel- 
vinator distributors in a telegram 


Mitchell, director of advertising and 
sales promotion. A letter, dated 
Feb. 8, contained complete details of 
the plan. From that time to the date 
of the actual carrying out of the 
plan, the corporation, distributors, 
dealers and salesmen co-operated 
closely to bring about the desired re- 
sults. 

Kelvinator purchased 100,000 
copies of the March 14 issue of 
Collier’s containing the  five-page 
color advertisement. These were 
sold to dealers’ salesmen at five cents 
each for personal distribution to 
their ten best prospects. 

Each salesman sent in to the Kel- 
vinator factory at Detroit a list of 
their “top ten” prospects, to whom 
the salesmen wanted to carry the 


five-page, four-color announcement! dated Feb. 5, over the name of S. C.'message of Kelvinator’s new models. 
. aes, ee re h, 
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ARCHITECTURE, THE PROFESSIONAL JOURNAL FOR ARCHITECTS, 
IS PUBLISHED BY CHARLES SCRIBNER’S SONS 


To each prospect was sent a Wes- 
tern Union message, between March 
2 and 5, over the name of George 
W. Mason, president of Kelvinator 
Corporation, reading as follows: 


Selling the Copy 


“March 14 Collier’s magazine will 
carry a five-page message telling 
how advances in scientific research 
have made possible startling im- 
provements in electric refrigeration. 
These improvements are so vital 
that they affect your daily tasks, the 
health of your family, and your 
pocketbook. 

“You should know what they are 
in order to assure yourself that you 


are investing only in the most mod- 
ern equipment when you make your 
purchase. Within the next few days 
a Kelvinator representative will call 
to deliver a free copy of Collier’s con- 
taining this message. Please watch 
for him.” 

To each salesman was mailed a 
bundle containing ten copies of Col 
lier’s, a copy of the message from Mr. 
Mason and his original list of pros- 
pects which he had sent in to the 
factory. 

Armed with copies of Collier’s, the 
salesmen visited the homes of their 
ten best prospects, presented the 
story of Kelvinator’s new models as 
told in the advertisement and then 
gave their sales story. 


Hudnut Introduces 
Ensemble Buying to 
Perplexed Fair Sex 


New York, March 12.—The eyes 
have it and confusion among women 
concerning make-up is pledged to an 
early doom by Richard Hudnut’s 
new “keyed to the color of your 
eyes” campaign released this week. 

After lengthy study, Hudnut found 
that in selecting millinery, apparel 
and accessories women have al- 
ways, sometimes unconsciously, per- 
haps, attempted to match their eyes. 
The new program, which establishes 
this long established cosmetic house 
as a big consumer advertiser, em- 
braces a plan of selling all the 
make-up essentials in a single, har- 
monized ensemble. 


The magazine list is well round- 
ed, containing the women’s group as 
well as the fan periodicals. Some of 
the copy appeared in April issues 
this week. In The American Weekly 
Sunday the match-your eyes drive 
gets off to a definite start. 


New Beauty Story 


Hudnut copy will say that every 
woman has a definite personality 
color, in her eyes, which is related 
to skin and hair pigmentation. It is 
a color that stays the same from 


childhood on, though light, time, 
season and health give an infinite 
variety of colors to the skin. The 


important thing, Hudnut declares, is 
that the powder used harmonizes 
with rouge, lipstick and other make- 
up items. 

To emphasize the idea, Richard 
Hudnut is featuring make-up kits 
containing junior sizes of face pow- 
der, lipstick, rouge, eye shadow and 
mascara. They cost but 55 cents, or 
the price which would be paid for a 
full size package of a single item in 
the line. 


The Hudnut cosmetic line has 
been reduced to four items under 
the family name, ‘Marvelous.’ 
They are “Dresden,” for women 
with blue eyes; ‘Parisian,” for 
women with brown eyes; “Conti- 
nental,” for hazel and ‘Patrician” 
for gray. 


The company found ample proof 


of confusion among women concern- 
ing make-up. A widescale examina- 
tion of women’s purses showed that 
only one out of three carried any two 
items in a line. The Hudnut plan 
enables them to get harmonizing 
colors merely by designating ‘“Dres- 
den,” or one of the other three color 
group names. 


Makeup Held Important 


Inquiries from magazine readers 
revealed makeup questions standing 
third in number, such inquiries mak- 
ing up 14 per cent of the total, while 
advice on creams and hair, 18 and 
17 per cent respectively, were the 
only queries of greater frequency. 

A 34-page booklet on how to make- 
up, a “down to earth” help for 
women, will be supplied. The com- 
pany plans to continue its consumer 
advertising on Gemey perfume, a 
four-color campaign started last fall, 
and its class advertising in black 
and white on DuBarry Beauty prep- 
arations. 

The agency is Batten, Barton, 
Durstine & Osborn, Inc., New York, 
with S. A. Harned as account repre- 
sentative. H. L. Tuers is Hudnut’s 
advertising manager. 


Walker Joins Publisher 


Carl L. Walker has joined Case- 
Shepperd-Mann Publishing Corp., 
New York, to represent Water Works 
Engineering, Fire Engineering, Mu- 
nicipal Sanitation and Electricity on 
the Farm in Eastern territory. 


Opens New York Office 

Heffelfinger’s Publications have 
opened a New York office at 101 Ce- 
dar St. with C. H. Pearson in charge. 
The firm publishes “Football Facts” 
and “Bernie Bierman’s’ Football 
Book for Boys.” 


Saves Liquor Copy 


The Thurmond bill to prohibit ad- 
vertising of alcoholic liquors in 
South Carolina newspapers was killed 
by the upper house of the General As- 
sembly March 10. 


Write for our New Booklet .. . 


“How to Make a Small 
Advertising Appropriation Pay”’ 
by 


THE LARGE ADVERTISING AGENCY 
THAT INVITES SMALL ACCOUNTS 


ALBERT FRANK - 


INCORPORATED 
ADVERTISING 


131 Cedar Street 
New York 


Telephone COrtlandt 7-5060 
OFFICES IN 5 PRINCIPAL AMERICAN CITIES 
ALBERT FRANK-GUENTHER LAW, LTD., LONDON 


% 


GUENTHER LAW 
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March 16, 1936 ADVERTISING AGE 


IN CHICAGO THE TIMES 
LEADS THE LADY SHOPPER 


ND that’s why the Daily TIMES leads all Chicago daily or Sunday 
newspapers in amount of advertising carried from women’s clothing 
stores in 1935. 


From fourth paper, carrying less than 14% of the total in the daily field 
in 1930, it has steadily risen to FIRST place in 1935 with more than 39%. 


Chicago merchants selling directly to women base their advertising on 
results—that’s why they choose the TIMES. 


TOTAL LINES CARRIED BY CHICAGO DAILY NEWS- | 
PAPERS FROM WOMEN'S CLOTHING STORES IN 1935 


(Credit Clothing NOT Included) Media Records, Inc. 


DAILY TIMES. . 356,823 


EVEN. AMER. 116,073 


DAILY NEWS 89.864 


DAILY HER-X. 


Circulation in February, 1936, averaged in 
excess of 271,000 for the Daily TIMES—a gain 
of more than 48,000 over a year ago. 


The TIMES is the only Chicago newspaper with 
a gain in Retail Display Advertising for the past 
28 consecutive months. This important section 
of Chicago’s evening newspaper market is 
offered to you at the lowest milline rate in Chi- 
cago’s evening field. 


‘ae 


THE fal TIMES 


CHICAGO'S RE NEWSPAPER 
NATIONAL REPRESENTATIVES 


SAWYER -FERGUSON-WALKER CO. 
NEW YORK DETROM CHKAGO 
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ADVERTISING AGE 


GRIMES WARNS 
OF GROWTH OF 
COOPERATIVES 


(Continued from Page 1) 


spent, Mr. Grimes believes, to read 
the statements of cooperative 
movement leaders in other coun- 
tries, and then compare these with 
editorial comments in the American 
press, and with figures in govern. 
ment pamphlets and bulletins. 

Mr. Grimes quoted a _ statement 
made by consumers’ division, Na- 
tional Emergency Council, which 
said: 

“Cooperatives do not just grow. 
Sometimes they arise out of a dra- 
matic incident like a fire or a strike. 
Usually they have developed where 
there is a real opportunity for sav- 
ing, rather than where consumers 
are already being efficiently sup- 
plied with things they need. At 
times, they have been a sign of pro- 
test against continued high prices. 
In situations where business meth- 
ods are wasteful or retail expenses 


l are high, people may look to codp- 


eration for a chance to save. Ifa 


| service which is needed or desired 


is not being supplied in a commu- 


|nity, consumers will organize to se- 


cure it.” 
Bertram Fowler Articles 


Mr. Grimes also called attention 
to a series of six articles by Bert- 
ram Fowler in the Christian Science 
Monitor, the last of which appeared 
Jan. 15 

“As late as 


1918,” Mr. Fowler 


wrote, “Swedish industry was in the 
grip of trusts. The price of mar. 
garine, of overshoes, of lamp bulbs, 
was fixed by monopolies. In 1918 


the coéperatives felt strong enough 
to go to war with the trusts. That 
war has written economic history. 

“One by one the codperatives 
broke or brought into control the 
vexatious trusts. Today, not one of 
them retains its old control. 


Dominate Price Structure 


“The price level of Sweden is 
fixed by organized consumers. In 
this fixing process the codperatives 
brought the price of overshoes down 
to less than half of the trust price. 
They cut lamp bulbs from 37 cents 
to 20 cents. Sweden to a large ex- 
tent withstood the depression, and 


coéperation, as the backbone of 
Swedish industry and trade helped 
to do it.” 

In 1917, with a capital of only 
$15.50, Mr. Fowler wrote a group of 
Finns in Northern Wisconsin started 
a wholesale house to supply 19 small 
coéperative stores. In 1934 this 
wholesale depot did a business of 
$2,000,000. 

Standards of quality and the im- 
portance of brands owned and con- 
trolled by the codperatives and the 
challenge of those brands to those 
of private manufacturers, were con- 
sidered in another article. The co- 
Operatives, Mr. Fowler asserted, 
would set up standards of quality in 
place of competitive brands. 


Control by Members 


“Industry, the codperatives feel, 
cannot escape the implications that 
accompany the new philosophy,” Mr. 
Fowler wrote. “For years’ the 
American public has been listening 
to a campaign of publicity, propa- 
ganda and advertising all calculated 
to make them conscious of quality. 
Now, consumers feel they are insur- 
ing themselves of quality through 
economic organization and action. 
The codperative unit is controlled 
by its consumer members. That 
control follows through to produc- 
tion. In this fact lies their chal- 
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Home Delivered 
In Detrott ---- 


Detroit’s home dwellers—the most substan- 
tial citizens—were the first to receive the im- 
pulses of recovery and the first to respond to ue 
the quickening pulse of Detroit’s industrial < 


rise. They are the people that take The News 


| —the people for whom The News is edited. 
They represent the largest group in the De- 
troit trading area and the most important to 
' advertisers, for they have the money to spend 
for new things, new wants. 

) When you select The News, therefore, to 
carry your message, you choose the largest 
audience in the Detroit trading area and the 
most financially able—an audience made up of 
76% home-delivered subscribers—a_ sizeable 
percentage of whom insist on the Wall Street 
Edition because of their financial interest. 


MCrrolrr News 


‘THE “or, NEWSPAPER—76% HOME-DELIVERED + dee 
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This all-glass structure is surmounting a building of similar material 


at 42nd and Broadway, New York. 


It will be completed May I. 


lenge to the present design of indus- 
wy,” 

The incomparable nature of dis- 
tribution and employment was noted 
by Mr. Fowler, who declared that 
in a great many cases, curtailment 
of pay rolls during the depression 
was caused by the desire of the 
manufacturers to protect profits. He 
wrote: 


Profit Motive 


“Since @ major motive of produc- 
tion was to make a profit, much was 
often sacrificed to this end. All the 
foremost economists have drawn at- 
tention to the perverse nature of 
this nation-wide curtailment, for 
production lagged even while the ac- 
tual need for the goods mounted.” 

Wage-earner members of codpera- 
tives demand that labor receive its 
fair share of the industrial income, 
because they know that these wages 
are the real purchasing power of the 
nation, Mr. Fowler said. 

“Through their organization they 
move to lower commodity prices by 


efficiency of distribution, thus rais- 
ing consumption instead of limiting 
production.” 


Wins Stetson Suit 

In the two-year suit of John B. 
Stetson Co., Philadelphia, against 
Stephen L. Stetson, grandnephew of 
the founder of the original Stetson 
company and head of Stephen L. 
Stetson Co., Ltd., New York, hat man- 
ufacturers, an injunction was issued 
in the United States District Court 
restraining use of the name “Stet- 
son” by the newer firm except when 
accompanied by a statement denying 
connection with the original manu- 
facturer. 


Gonzalez Wins Ad Prize 


Ruf Gonzalez, New York Her- 
ald Tribune, won first prize in 
the copy and layout contest 


conducted by Hanford Hardin, Inc., 
for a?7x 10 black anr_ white 
advertisement on the sponsor’s hand- 
set typography. The second prize 
went to Bently Raak, Hoople Studios, 
and third to James E. Lee, Wendell 
P. Colton agency, both of New York. 
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_ Published by the publishers of BurLpiInG Suppt' 
59 East Van Buren Street, pani 


First in the Central West with 
the news executives read — 


business — financial — industrial 


Chiergo Journal of Commerce 


“Timely because it’s daily’’ 
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DOUBLE LIVES... 
WHICH DO YOU NEED IN YOUR BUSINESS? 


It can be said, with few reservations, that whatever you have 
to sell, you can find a substantial market for it in FORTUNE. 

If you sell to industry, you can reach FORTUNE-readers- 
as-Executives. The top men in industry read FORTUNE, the 
officers and directors, the technicians and engineers, the 
purchasing agents—because it’s ther magazine, created for 
them. And these are the people who buy industrially, whom 
you need to persuade, to whom you must sell your product 
or service. 

If you sell to consumers, you can reach FORTUNE-readers- 
as-People, these same business men at home, their wives, 
their friends, their relatives. These are the people who buy 
as consumers, whom you want to interest and sell if you 
make things for people who live attractively and well. 

Thus, FORTUNE'S market is a double-personality market. 
It is a rich market, worth cultivating whether you sell dyna- 
mos, engines, metals, raw materials, shipping —or furs and 


furniture, cruises and crackers, motor cars and mustards. 


One trait in common characterizes both facets of this dual 
market; a unique attention to and interest in advertising 
appearing in FORTUNE. Eighty-nine per cent of FORTUNE'S 
readers say they thumb through the whole issue to see the 
advertising before they settle down to serious reading. 

This is because they are keenly in tune with the interests 
of business, the activities of business, the speech of business 
(which is advertising). This makes for a market more highly 
responsive to your advertising than is usual. 

No insignificant thing is FORTUNE’S market. Back of its 
100,000 subscribers is an additional readership of 900,000 
—a vital million to any business man. Many a business has 
felt the sales impact resulting from advertising to this 
million: 400 companies advertised to FORTUNE'S double 
market last year. Perhaps one or both of these markets could 


be useful to you. Which do you need in your business? 


FORTUNE 135 East 42nd Street, New York City 


a Hee ~ : Rg y <a ae ; eee 7 ae : eee aes - bi an ; cag i < ‘aan ; 4 we Re Pi r aloe 
iy a ~ a 4ynar fe - . . ‘Se ee tee Py R 3 es | a 
bs at aS a Ra tae 3 i < ts . Pe - , ae i % ep = 
\ : , ag. - i Bet Ae Es x > ‘ a a a ae as “ \ v . 3 2y je ‘ es s . eh Ae 
, a ihe’ Ree ; e be % > eee ioe ya > 4p! a wih “ re \ “ ae ‘ag pS ai . ita ee Me z s , ayes oe e ae a A . ae ei ' ot i 
} , . 
oe ae 
PF ee 7 ‘ ‘. 
~ kz, “a, 
— ——— ———__—_—_ ae ———{[—$<—$_ $$—$—$—$—$$ $s ge ie a, 
— ~ ——— a — —— = - —_ , ew 
M hs 
Be ie 
: ay om 
ie et 
+. 
Be 
cpt 
» 
= el 
ne 
fs ¥, 
j hi 
: 
By 
ot J Y 
Fn i 
™ e Ay 
bs ie % 
- i” oe a ; 
3 Ss os rine, i 
Bo a. x A 4 
. 4 Be oe eo 
Bile pth al 
‘i a ES ne ie 
— ¥ i ce ee 
sf “4 ° oe 
ear ee oy yea ae 
pope. ORES Be ae 
ihe * 2, — oe rs 
oe. at ce eet 
te A wea on 
_ oe 3 : tae 
ey ie ¢ ow ity 
a atesince a cake 
“4 ‘ . f “a 
ie - ait ey ‘i 
‘ . a es i : : a 
CS soe MN eg ee a ‘ ; ‘ 
bg “3 
2 3 . ° sa ke 3 5 ‘2. 
x *y : 
oe é a rs, 5 et . 
' : , ‘ . yeh 
CS. %. Bet 3 i). 
; ’ a oa 
ae Sig “a i. oa 
Bigs: ; : ag PO 
= as Z is a ar a 
Eee 7 ; ace 
6% 4 3 E ee a 7 
; mk os J Giese Ee hata 
Seaton : Ps i Pte ih Ty 
: he - : : crest 
as : ‘ ee ‘ 
i Bon Ab BO : Bee Ss. oe 
4 x . ¢ q ba, ' ante ini’ 3 
ee me : eae Ss & $ c? eae 
3 rae ee ae cere j “| “ 
a & a ee Se ee ge ‘ boat Sa a ; ; 
] a a te. ee : } Bigs Pen PR oF ee . 2 
= a. 3 ae te a4 » Y 
cee oe 2 oe ‘Ser me % a Se : 
Se aoe Rae ee oe SO as, P 
BR Oe ee ee ee ee ey I cae ae j ‘ 
“Ke ee Re. Tee eae 5 Oe os ee Eg en 
Mess Bi Se ee a Me oe ee —. <8 
Wah " ee a Mey a ; , 
Patan. Wybios Ye os -_ , oe ets GE ae _ = me 
tf eek Ve Ree 1 ot ahs _ oa Bsa 
SS 2 Ss eth a he ee StS Gee Ee . See 
ee ait Pes 8 ns lhe reas 
fe at Ss ee a (tes lene 
* tr © Saar e aut 
4 i: ee cee et oe ee 
: é : 4 on al 
a gee pee e 
; aes te ane ae 

Meee Bee bre ies. Bin 

' Pao es oe st ak ieee ? 4 ae 

I na Pee SS «oe i “see 

t Pak c, bP che e ih See ae 

he See ae 

' Po Po ee a : ee: Mi. 

ee : , ler td. Y <a es 
ae fitter a. Pr oo 
te Os ae Po CE oe tae 
va ee ps at 2 P a 
” ts? 8 ae ae 
Pte cee), Ss 
(a 
. ripe ant ae : 
: 2 et 
of ey > 1 ee i 
Bes a4 a 
if . = " 
an lees a) 
ae + RS 
ce! 
qo 4 ue 
; Os 
orm 2S 
eee oe ie 
Sy gee 
} ! i 
: at 
a ‘ 
pe i 
neots 
ene Se 
_——_—$—_$_$_—_——— 
" me 
" aN 
: : 
i (eT 
' i 
cy 

iss aie ; 

' a 

. Peas 
ssa ’ 
: _ + 
° cad ae 

} = Seis aie thes 

i ge ea 

t 3 nit 

a ‘ aera 

i eae aed 

j - 

t ee 
“Se 
aaa 
eee 

Cr 
Ser 

oR) i 
‘3, = 
he hie <a 
See 3 hag 

: >. ae 

y 2a 
ae oe 
Z ee, 
: a 

: " 
hag a 
- a 
ae - 5 
mr: by 
be pias 
‘a a. a 5f3 
hs eh 
a es 
es nn 
ae ve 
a aie si 
’ be 
:) Pea 
ee 
Boe. (eX 
a ene 
bane 
Soe 
aan ty 
of Be 
eee i 
i 
Fy 
ae, J 
oe 
. oe 
; 
oo fe 
eee pax 
ee 
— ~ 
2 ite 
— i 
— - 
ae . 
wo ei me 
} oo! 
— 
hee 
ye 
oo 
Rare iesr 
; | ee eB Bee sf 
Sad la eG, < Pte 
Folin fall c ‘ et 23 
a ce pean 5 Ot Nae saeeien? . i rn os a / ‘ Se PRONE ee Aerts ee ie Aes ee ee 5 at tig eee: eae oe a et eee y ‘ ‘ ; ; eae or 
is gtk oA iy ieee Gite eats tog Se eS Lal aan e hyn CoP, Pale eae ee meh ee se SE ola eg 5 Bie irate Des | aes MTS Pa a a ' Pree ss tee Fe $ a rs 1a to iar thins oe As (Nien wees BP op) Pts eS sg cle Sea 
Bet PEL, HS hws ees Ne BRS Br Oe Para ye ee oA UL rear ih 2 hese ai oe Bsc eee. TO, SS paper cee Ree | home pr oe Eee Be Sipe ee Lad : at ; : ; oy es eA ng fee ‘Ad 
Rep gs 2k 5 a Veieaats Genes 0 Cas Terie) Pe a! Rs gee OR he ieee eR go ‘ae ae eee - eS Pua pee eos aN Sea Gk a ally Bat Rees aac on: same s / AN hic AOS A PE ene Rim phe 
pe , r : oe en Se we ene ae Sak . pe i ser oc. Mae oa. re ee a, Te RO ee ered a mg N SEW OSE ie AN RE I LEE a AN Tn ra Ge ae lly (LL am el ee Nee Lear Pere Sie RAR ke ae Gsaee y ates Ree (Pee ta SS 
= E fas odes MASS iB Peas e etait Aer er a: ta yore AC 2 ae eae Py aR Rey Pe : rai Wil Pigg ae ee Cente aan Ae hep ae OL Me as WE eae, « SAGBN Seat Bee So cee eRi eo pe ae 4 
i Tt > ¥ , * ic moat a - 4 “ . . % wes, ‘ wey is ote N 4 ua ~ ‘ oF RA. Fite AM tae wf rom . DRe A oe at = aS | ‘ Morir a Gand Keen ay eee atacceee 
Pe = _ “a 7 % 4 * * AS y. %,. - ae 4 Y pia 4) Fe. aed! PT - eke Sadek oe Sees ee ey SESE oa ma 


ee 


ADVERTISING AGE 


March 16, 1936 


ELGIN TO TEST 
NEW WATCH IDEA 
IN NEW ENGLAND 


Chicago, March 12.—Elgin Watch 
Company has launched in New Eng: 
land a test advertising campaign fea- 
turing prizes of Elgins in a contest 
built around motion picture lumi- 
naries. It is believed to be the 
largest and most intensive promo- 
tion ever put behind watches in 
New England. Insertions of 1,000 
lines each will appear in ten news- 
papers, implanting the idea that cer- 
tain personalties demand certain 
definite styles in time pieces. 

In addition, the new Elgin contest 
will be announced on five radio sta- 
tions, part of the 58-station NBC net- 
work which will broadcast the new 
Elgin radio program, ‘Eddie Dowl- 
ing’s Elgin Revue.” 


Query on Powell 


Heralding the first of a series of 
monthly contests, each of which will 
feature a different motion picture 
star, opening newspaper copy pic: 


(Jom Home. 


tures Dick Powell glancing at his 
right wrist. 

A question mark conceals his 
watch. Lines lead from the ques- 
tion mark to drawings of five models 
of Elgins. Announcement is made 
that 30 Elgins will be given, to New 
Englanders only, for best answers 
to, “Which Elgin best suits Dick 
Powell?” 

“Is one of these your idea of the 
Elgin most appropriate to Dick 
Powell’s personality?” copy inquires. 
“Or do you consider one of the many 
other Elgins displayed by your El- 
gin jeweler more suitable?” 

The newspaper advertisements are 
signed “Elgin Jewelers of New Eng- 
land.” Entry blanks must be ob- 
tained from dealers. 

As part of the promotion, the com- 
pany has sent out window displays 
and counter cards, counter leaflets, 
envelope enclosures, and small cuts 
for use in dealers’ advertisements. 

The window display reproduces in 
color the illustration used in the 
newspaper copy. Vari-colored rib- 
bons lead from the “question mark” 
on the actor’s wrist to the Elgin 
watches displayed in the window. 
The counter card was made from 


the same plate as the newspaper ad- 
| 


vertisement. 


} 
The newspaper list consists of the | 


Herald and Traveler, Post, and Rec- 
ord, Boston; Bridgeport Post and 


Telegram, Hartford Times, New 
Haven Register, Portland Evening 
Express and Press-Herald, Provi- 
dence Bulletin, Springfield Union 
and Republican and News, and Wor- 
cester Telegram and Gazette. 


Sinclair Series to 
Feature Users’ Photos 


Sinclair Refining Co., New York, 
will release a campaign next month, 


| using magazine and outdoor posters 


to feature illustrations of railroad 
trains, air transport companies, mo- 
tor fleet operators, and other impor- 
tant users of Sinclair products. The 
dinosaurs will be continued in the 
new series. 

Federal Advertising Agency is in 
charge. 


J. W. T. Shifts Two 


Carroll Carroll, writer, and John 
Christ, production man, of the New 
York office of J. Walter Thompson 
Company, have joined the radio pro- 
duction department of the agency’s 
Hollywood, Calif., office. The change 
was due to temporary broadcasting 
of the Swift and other programs 
from Hollywood. 


Two Join Malkiel 


A. Dissin and Harry Summer have 


joined David Malkiel Advertising 
Agency, Boston, as account execu- 
tives. 


7 Days a Week The Tribune Dominates 
the Northwest in All Circulation Classifications ! 


IT Is RARE, indeed, when a newspaper 
does not need to boast about any particular 
classification because it leads in all of 
them. Yet, such is the astounding record 
of The Minneapolis Tribune. During 
1935 The Tribune was FIRST in every 
classification you can name. 


With such a dominant circulation, 
offered at the lowest milline rate, it is 


little wonder that The Tribune also car- 
ries more advertising than any other 
Minneapolis newspaper! 

First in circulation, First in advertising, 
First in results. These are the important 
facts you should know about this “home 
newspaper.” The straightest path to the 
rich market of the Northwest lies through 
the pages of The Minneapolis Tribune. 


General Advertising Representative—JOHN B. WOODWARD, INC. 
NEW YORK « CHICAGO « DETROIT « BOSTON « KANSAS CITY « SAN FRANCISCO * LOS ANGELES 


Che 


Minneapolis 


Tribune — 


THE HOME NEWSPAPER—IN THE MOST HOME 


ABBOTT 


NEW "POURLIP" BOTTLE 


Edward A. Ravenscroft, of Abbott Laboratories, North Chicago, Ill., 
developed the angle inner pour surface and the overhanging lip 
which prevent splashing and dripping. 


Sees New Type 
of Advertising 
in the Making 


New York, March 9.— While pre- 
dicting that a new kind of advertis- 
ing is in the making —one which 
will represent more accurately the 
principles of salesmanship — George 
D. Olds, Jr. expressed sympathy with 
the problems of many advertisers in 
an address today before the Sales 
Executives Club of New York. 

Mr. Olds is assistant to the presi- 
dent, and chairman of the advertis- 
ing, manufacturing and sales and re- 
search committees of Continental Oil 


Company, as well as supervisor of in- | 
intro- 


dustrial relations. He was 
duced by Clarence Francis, president 
of General Foods Corporation. 
“Perhaps this new advertising will 
be guiltless of headlines, prices or 


testimonials,” commented Mr. Olds. 
“Whatever it is, it will endeavor to 
keep abreast of technical advances 
made by industry.” 

The expert pointed out that many 
products, such as gasoline, granu- 
lated sugar and cigarettes have come 
to be much alike, with the result that 
advertising has had difficulty in find- 
ing an outstanding appeal. In the 
case of the first-named, the purchase 
is made sight unseen. 


With in Mew Poet 


Edward R. Walsh, Jr., has joined 
Herman-Nelson Corp., Moline, IIl., 
as general sales manager of the air 
conditioning and automatic heating 
division. He was formerly manager 
of retail sales of Gilbert & Barker 
Mfg. Co., West Springfield, Mass. 


Shea Promoted 
Francis L. Shea has been made 
sales manager of Barbour Welting 
Co., shoe welting manufacturer, 
Brockton, Mass., succeeding the late 
L. H. Gilson. 


’ 2, @M. RABN, © 


Imparterem oF 


WATCHES, 
Jewelry, Diamonds, 

MATERIALS, <i, 

20 MAUba! Lars, 
WEW YORK. 


Peter cthe “om mins cen of cur elvernnement wtberh 


i DIAMONDS 
08 Fifth Avenue, New York 


239 West 39th Street 


CONSISTENCY 


Thou Art a Jewel 


It is a jeweler who holds the record for 
consistency in advertising. 
issue of 1869, and ever since then, year 
after year, month in and month out, the 
advertising message of 


every issue of this publication. 


The third generation—Mr. Walter L. Kahn 
—is now 
Walter N. Kahn, 
father, 
M. Kahn. 
consistency of 
business of 
What a demonstration of justified confi- 
dence in constructive publishing principles! 
Jewelers’ Circular-Keystone is the leading 
and authoritative publication of the jew- 
elry field, with a ‘Sterling Fine’’ paid cir- 
culation representing ‘'925/1000'’ coverage 
of bg purchasing power of the jewelry 
trade. 


The 
JEWELERS’ CIRCULAR-KEYSTONE 


A Chilton Publication 


Shakes peare 


In our first 


L. & M. Kahn 


67 YEARS 


3,274 Consecutive Issues 


IN ONE PUBLICATION 
An Unbeaten Record 


associated with his father, Mr. 
in turn successor to his 
Mr. L. Kahn, and his uncle, Mr. 
What a splendid tribute to the 
the Kahn family in the 
their love and _ inspiration! 


New York City, N. Y. 
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XAGGERATED? No doubt of it. Busy executives don’t read 

women’s magazines. We only wish they did. Then they 
would appreciate the truly fine fiction in Pictorial Review. 
Fiction so fine that a recent issue showed a gain of 100,000 
newsstand copies over a yearago @ @ @ And, as many 
have said before us, women who appreciate fine fiction are 
appreciative of the advertising in their favorite magazine. 
Certainly, the truly amazing responsiveness of Pictorial 
Review readers clearly indicates this @ @ @ Pictorial 
Review's low rate, plus the fact that circulation is rapidly 
approaching the two and a quarter million mark, add up 
to the very interesting fact that Pictorial Review is the out- 


standing advertising investment in the women’s field. 


Pictorial Review 


GRAY O’REILLY. 


A partial list of the many outstanding 
writers who have appeared in Pictorial 
Review since the magazine has been 
under Hearst ownership: 


Mary Roberts Rinehart 
Irvin S. Cobb 
Kathleen Norris 

Faith Baldwin 
Temple Bailey 

Eddie Cantor 

Ring W. Lardner 
Mazo de la Roche 
Janet Ayer Fairbank 
Clarissa Fairchild Cushman 
Ida M. Tarbell 

Colonel Stoopnagle and Budd 
Harlan Ware 

Phyllis Duganne 
Josephine Johnson 
Rachel Field 
Katharine Newlin Burt 
Katharine Brush 
Maxine Davis 
Fannie Ferber Fox 
Dana Burnet 

Shirley Temple 

Dr. Morris Fishbein 
Zona Gale 

Mary Dougherty 
Elsie Singmaster 
Gerald Mygatt 
Winthrop Ames 
Philip Wylie 

Alwine Dollfuss 
Caroline Miller 
Arthur Brisbane 
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Bigger Medicine Chests, Too! 


The generous shelves in the rural home hold more than foods. The conditions of 
living make necessary ample stocks of antiseptics—aspirin—laxatives—cough medi- 
cines—mouthwashes and gargles essential; not to mention toothpaste, soap, etc. Here 
again the larger family makes these supplies go faster. The rural woman is doctor and 
nurse most of the time; for on the average, she lives seven miles from a doctor, and 
since she is the nurse, she also buys the home medicine supplies. 


At the same time, this self-reliant woman is her own beautician. She likes to be as 
attractive as any other woman. But, with no beauty parlors handy, she has to provide 
her own beauty care. Therefore she is often as good a prospect, if not better, than the 
town woman for creams—hand lotions—manicure, wave set and shampoo preparations; 
not to mention rouge, powder and lipsticks. 


BIG FAMILIES—The 
average farm family is 
20% larger than the 
average city family. Al- 
most one person more 
per family to feed. 
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JBIGGEST PANTRIES §=f 
In Mametuca... 


If you sell food, you will probably agree that a place on 
the shelves of one of these pantries would be worth as much 
to you as to have your product in 2 ‘‘average” pantries. 
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HIRED MANX 

“hired vine = addition there » 

rich county his is Particy] - Usually a 
nty market, Warly true ; 


..STACK YOUR PRODUCT ON 
‘THESE SPACIOUS SHELVES! 


HERE else can you find such an eager 

group of prospects? The rural woman 

is the food buyer—the drug and cosmet- 
ic buyer too for the whole family,—families 
which are now receiving America’s fastest- 
growing spendable incomes. They are buy- 
ing for the largest average families. No 
wonder the rural woman is your largest aver- 
age customer! 

The 1,050,000 women whom THE FARM- 
ER’S WIFE Magazine reaches are the selected 
cream of these rural women. Circulation 
effort is concentrated in the 1,289 rich farm 
counties of America. The editorial effort is 
concentrated on the rural woman’s interests. 
No wasted articles on cocktail parties or 
modernistic furniture. No stories of exclu- 
sively masculine appeal, on harness or silo- 
engineering, or crops. Every story—every 
Picture—every word is devoted to helping 
the rural woman cook—live—raise her chil- 


NEW YORK 


405 Lexington Ave., 


dren and beautify herself to the best advan- 
tage. Every story is written by practical 
editors who spend most of their waking hours 
in daily, practical contact with the women 
THE FARMER’S WIFE Magazine serves. 


Not a single interest of the farm woman is 
neglected. Food articles and menus that 
rural women use, are regular features. Child 
and health articles appear in every issue. 
Beauty articles, and the new Youth Section, 
have a vital appeal to the present-day rural 
woman—and they too are regular features. 


If you have not already examined the large 
complete book prepared for your industry ask 
our representative to bring you a copy or 
write our nearest office. Each book contains 
information of vital importance. 


Find out now how you can cultivate and 
win this new market of over a million house- 
wives. 


ST. PAUL 55 East Tenth St., 


The FARMERS WIFE Magazine 


SAN FRANCISCO 155 Montgomery 


They are the pantries in 1,050,000 rural homes located in 
the 1,289 richest farm counties reached most thoroughly and 
economically through THE FARMER’S WIFE Magazine. 

The pictures tell the story. Study them. Then realize 
that each picture is duplicated over a million times. It is an 
outstanding market for food advertisers. It is easiest to sell. 
And ...can only be reached through one publication ... 
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THE FARMER’S WIFE Magazine. 
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THREE MEALS A DAY—Three square ones, 
too,—no “lunches at the office” or ‘“‘a sandwich 
and a cup of coffee” at the corner drug store. 


CHICAGO 307 N. Michigan Ave. 
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The Public Buys Transportation 


The news published in the March 
9 issue of ADVERTISING AGE regarding 
the new bus organization, National 
Trailways System, was interesting 
to most readers because of the in- 
dication that it is sponsored by rail- 
road interests. 

While the rails have not been in- 
active in working to improve their 
service and by lowered rates to make 
the steam lines more popular for pas- 
senger transportation, it is highly 
significant to all business men that 
they are fully conscious of the im- 
portance of other types of transpor- 
tation and are preparing to provide 
facilities of whatever kind the pub- 
lic wants. 

The rapid development 
door delivery of l.ce.l. 
ments has put the railroads very 
much in the motor truck business, 
and their interest in air transporta- 
tion is also decidedly in evidence. In 
short, the carriers have made it clear 
that they are in the transportation 
business, and that they will equip 
themselves to furnish the particular 
kinds of transportation 
publie detands. 

This is not only advantageous to 
the public, since it means that its 
needs will be cared for ably, but it 
is also essential to the railroads that 
this policy be carried out to the full- 
est extent. If the trend of the times 
gives the railroads a special- 
ized function, such as caring for the 
long-haul, carload 
and the more 


of store- 
freight ship- 


service the 


more 


freight business 


luxurious and expen- 


sive passenger service, then they and 
their stockholders will find it desir- 
able that other wanted kinds of 
transportation service also be avail- 
able through companies controlled by 
or affiliated with the steam lines. 
The significance of developments 
in the transportation field is clear to 
manufacturers and others who hope 
to make a profit through providing 
the things the public wants. The 
least certain factor in any situation 
is that present facilities, products 
and services will continue to be in 
maximum demand. The most certain 
element is that of change, and hence 
the purveyor of commodities 
services must be prepared for it. 
One oft the reasons why the pro- 
posed taxation of corporations’ un- 
distributed profits is rather discour- 
aging, from the standpoint of the fu- 
ture of the country, is that it is con- 
stantly provide new 
capital facilities to take care of the 
changing needs and demands of the 
community. 
how great 


and 


necessary to 


No one can forecast just 
these new’ investments 
must be; and wise provision for the 
future, in the form of surpluses from 
which new capital may be drawn as 
needed, is a fundamental element in 
successful corporation management. 

But regardless of how new capital 
is to be provided, business must con- 
tinue to operate on the basis not of 
forced selling of the 
equipped to 
those 


products it is 
make, but of 
which the 
ready and willing to buy. 


making 


things public is 


Creating Advertising Ideas 


James W. Young, whose fame as a 
professor of advertising already 
equals that which he won as a lead- 
ing advertising 
says that there is a 
nique for the development of 
cessful advertising and sub- 
mits the formula. presentation 
to the Engineering 
sociation is a rebuttal of the argu- 
ment of the temperamental 
who insists that he 


executive, 
definite tech- 


agency 


sue- 
ideas, 
His 
Advertisers’ As- 


genius 
must wait on in 
spiration. 

Regardless of the degree of accept- 
ance which given to the 
exact process of idea production out- 
lined by Mr. Young 
doubt that it is the result of inten- 


sive thinking 


may be 


about a specific prob- 
lem, using as a basis for mental ac- 
tivity the knowledge 
and experience of the thinker. His 
hnowledge and experience, to be 


accumulated 


| 


there is no} 


| 


most helpful to the situation at hand, 


must include facts regarding the 
product and its application, plus the 


broadest possible background of un. 


derstanding of human nature and 
human behavior. 
The brilliant and suecessful idea 


which emerges from the hard think- 
ing done on the problems of adver- 
tisers may seem to be spontaneous, 
but it will usually be found that back 
of the apparent 


of hard 


spontaneity is a lot 
work, a lot of careful and 
analytical observation, and a lot of 
experience with people. 

Minerva sprang full-grown from 
the head of Jove, but the worth while 
idea which springs from the brain 
of an advertising man is born in the 
travail of a mind at grips with facts 
Perspiration usually 
ration, as Mr. 


precedes inspi 
Young’s address 


pointed out in no uncertain terms. 
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THE FICKLE CONSUMER 


R 
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et 


—Photoplay. 


"and be it resolved that Robert Taylor will inevitably supplant 


‘ Clark Gable in 


our hearts .. .’ 


Valse of the 


One Peculiar Fact 
About All Awards | 


To the “ditor: ‘Although an | 
award of commendation from an ex- 
pert has never been known to make | 
an advertisement sell one bit better, 
we were pleased when without our | 
knowledge a photograph of one of 
our men was accepted at the Pitts- 
burgh Salon of Photographic Arts at | 
Carnegie Institute as one of the en- 
tries of Don Wallace, the photog- | 
rapher. | 

When K. T. Broach, boiler under- 
writer of the Lumbermen’s Mutual 
Casualty Co., Chicago, agreed to 
pose in his natural state inspecting 
a fire box, it was with the under- 
standing that the picture would be 
used in a boiler circular. But the 
Photographer submitted the result | 
and Engineer Broach now hangs in 
the Carnegie Institute. 


N. C. FLANAGIN, 
Mer., Business Extension Dept., 
Lumbermens Mutual Casualty 


Co., Chicago. 


What Packaging Has 
Done for Petroleum 


To the Editor: For several 
months, I have cherished the 
thought that your organization and | 
ours might be of real assistance to| 
each other. I am, therefore, taking | 
the liberty to expound my ideas; and 
I shall sincerely appreciate your | 
comments thereon. 

We are authorized distributors of 
11 nationally-advertised brands of 
canned motor oil, serving the oil re- | 
tailer in much the same manner as | 
the grocer is supplied by his whole- 
saler with all the advertised brands 
in the food line. 

When motor oil 


-— =e | 
| 


was sold only in 
bulk from tanks and drums, retail- 
ers rarely had room to stock more 
than one or two brands. This situa- 
tion made it necessary for the serv- 
ice station operator to combat, to 
the best of his ability, the current 
advertising of the brands he was 
physically prevented from carrying. 

The petroleum retailer was en- 
couraged by the one or two compa- 
nies who supplied him with oil, to; 
become a “specialist” in that he 
should aim to become proficient in 


Advertiser 


"NATURAL STATE" 


Underwriter Broach 


the sales art of talking people out 
of buying all advertised brands, ex- 
cept those he had in stock. This, 
of course, was a natural outgrowth 
of bulk merchandising procedure. It 
made the refinery salesman of far 
greater importance (and expense) 
than any printed form of salesman- 
ship undertaken. 

Then came _ the refinery-sealed, 
tamper-proof can. Retailers were 
immediately enabled to stock, not 
one or two, but all the advertised 
brands on the market. Sensing the 
need, we provided a service enabling 
the retailer to obtain from one 
source, practically all of the most 
popular canned oils in any assort- 
ment with daily deliveries. 

Automatically we eliminated the 
need for a sales-force for each brand, 
because one man from our organ- 
ization now takes the dealer’s order 
for all brands. This further makes 
possible, drastically reduced ware- 
house and delivery expense. Dupli- 
cations are done away with. 

I mention all this to qualify my 
belief that oil refiners, freed from 
the heavy expense necessitated by 
bulk-sales procedure, can now be 
shown the wisdom of investing in 
consumer advertising to a degree 
never before thought possible in the 
petroleum industry. Concisely, I be- 


recognize the principle of selling the 
consumer instead of the dealer, will 
capture a lion’s share of the motor 
oil business. 

We, to be sure, are interested in 
seeing the oil people create an ac- 
tive consumer demand for their 
products through advertising; be- 
cause the more advertising, the 
more we sell. That’s our “selfish in- 
terest.” 

Inasmuch as our method of dis- 
tribution is primarily a labor-saving 
device, roundly denounced as such 
by a veritable army of salesmen, and 
rather timidly acclaimed by the 
comparatively few advertising men 
in the oil business, I, very frankly, 
would welcome your moral support 
in the form of any suggestions you 
may care to offer as to the most 
effective way to persuade publica- 
tions who have space to sell, to get 
busy and find out what is going on 
in our industry. 


Wm. C. McCreary, 


Pres., First National Brands, Inc., 
Chicago, III. 


ot, 


Song to Soothe 
Breasts of Critics 


To the Editor: I am sending a 
letter to radio production depart- 
ments of 70 large advertising agen- 
cies, offering the advertising profes- 
sion a definite and practical method 
of combating attacks of political 
muck-rakers who have created a 
spirit of antagonism to advertising. 

This letter explains that the un- 
dersigned, who is a song writer, as 
well as an advertising man, has 
written an interesting song, “I Am 
an Advertising Man.” If you will 
read this lyric, especially noting the 
verse which glorifies the status of 
the advertising man by comparing 
his profession with others which the 
public has long accepted as superior, 
you will agree that this song would 
make an ideal instrument for good 
will: 


Doctors and lawyers and engineers 

Are members of the upper class, the 
mental peers, 

But there are others who are just as 
great, 

If vou will listen to this 
mine, I'll elucidate. 


CHORUS 
I know my nouns, I Know my verbs, 
I write those advertising blurbs 
That circulate throughout the 
nation. 
But tho I juggle adjectives, 
Yet what I say creates a big sensa- 
tion. 


Ev'ry little 
its own, 
Though it does not mean so much 
when its standing all alone. 
But if you read them right along they 
make an interesting song: 
I am an advertising man 
(All rights reserved) 


rhyme of 


word has a meaning all 


In order to have this message 
reach the public large advertisers 
should interpolate it in their respec- 
tive radio programs, especially as 
the melody is catchy. 

As evidence of my good faith, I 
would be willing to mail a complete 
piano copy to anyone who sends me 
three cents, this message to be in- 
cluded in the regular commercial an- 
nouncement for the program. 

The only reward I expect is the 
opportunity of obtaining a wide cir- 
culation among music lovers of the 
advertisement on the back of the 
song, in which I will offer additional 
sheet music for sale. 

EDGAR WHEELER, 

Adv. Longacre Music Co., 
New 


Mer., 
York. 


. Se oe. 


Still Working for Esso 


To the Editor: In your Feb. 10 
issue, under the heading ‘General 
Food’s Star is First in Radio Poll,” 
you reported that Guy Lombardo ob- 
tained top ranking among dance or- 
chestras in the World-Telegram radio 
editors’ poll. 

Your correspondent stated, how- 
ever, that he was “formerly on the 
air for Standard Oil of New Jersey.” 

As a matter of fact, Lombardo 
has been on the air for Esso Market- 
ers for more than a year and still 
is, broadcasting every Monday 
night at 8 p. m., EST, over a CBS 
netwoork of 37 stations. The cur- 
rent program is titled “Lombardo 
Road.” J. A. BRASHEARS, 

Director of Publicity, Marschalk 
& Pratt, Inc., New York. 


(Continued on Page 42) 
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Farm Women WR 


Shop in the FARM JOURNAL & 


Did you ever stand in a store 
that dealt with farm women 
and watch the transactions? 
Buy, buy, buy... knowing 
what they want... asking for it 


... getting it. 


Now compare that with a shop- 


ping trip of a city woman...a 


whole day in town...6 shoe 
stores... 4 department stores 
...o3 specialty shops... shop- 


ping, looking, comparing. 


Farm women shop at home... 
make up their minds before they 
go to buy. 1,200,000 of them shop 


in the pages of Farm Journal. 


FARM JOURNAL: WASHINGTON SQUARE - PHILADELPHIA, PA. 
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NEW BATTLE OF 
CENTURY: SMITH 
VS.MAJOR BOWES 


A & P Pits Star Against Good 
Saint of Amateurs 


New York, March 12.—A _ spectac- 
ular one-time radio show with a 
mammoth cast of 122 artists from 
radio, stage and screen will be pre- 
sented Sunday night by Great At- 
lantic & Pacific Tea Company on 
the eve of a smashing sales drive 
for its three coffees. The broadcast 
ushers in National Retail Grocers’ 
Week, which A & P has translated 
into “Kate Smith Invitation Week,” 
in honor of its star. 

A four-color page in The American 
Weekly and black and white units of 
the same. size in newspapers 
throughout the country will mark 
this bold effort of A & P to wrest 
away from Major Bowes, of amateur 
hour and Chase & Sanborn fame, 


| 
his strangle-hold on a large segment 
of the country’s radio addicts. With 
temerity shared by few other radio 
advertisers, A & P selected the 8 
to 9 (EST) spot for its challenge to 
the Chase & Sanborn clan, holding 
forth on NBC at the same moment. 


One Hour to Share 


This hour was open for reasons 
not generally known. Eddie Cantor, 
who formerly competed with his old 
sponsor by working for Pebeco 
tooth paste on CBS shifted to 7 p. 
m. early in January. And the post 
of honor on the battlefield has been 
vacant ever since. 

The new radio and newspaper 
campaign is the largest single drive 
ever placed behind A & P coffees. 
Sales records for the last quarter 
were the highest in A & P history. 
With the new additional advertising 
effort, the company expects to reach 
an all-time high in coffee sales. 

The radio show will feature 12 
star acts and will present 122 per- 
formers. Miss Smith will introduce 
the acts as they appear. 

Against Major Bowes’ amateurs, 
A & P will pit such expert entert»in- 
ers as Eva LeGallienne, The Gold- 
bergs, The A & P Gypsies, the Ro- 
many Singers, James Melton, Jack 
Miller and Orchestra, Doc Rock- 


well, Block and Sully, and Harry 


“Houim F doin’ 


F you're wearing out your youth in fig- 
uring station coverages, schedules, and 
so forth, you’re not doing so hot! 


Lots of the things that can take you hours eee 
to search out for yourself are right at the 


tips of our fingers. 


are very intimate and well-known person- 


Stations that are per- 
haps a mere alphabetical scramble to you 


alities 
which doesn’t 


ing. Address: 


to us. 


Reser and his Eskimos. These wil) 


be heard from New York. 
Others in Cast 


From CBS studios in Los Angeles, 
Dick Powell and his “Hollywood Ho- 
tel” orchestra, and Bob Burns, hill- 
billy comedian, will add their share 
to the broadcast. 


Display material in all A & FP 
stores is announcing the _ special 
broadcast. Next week promotion 


material will spotlight Kate Smith 
Invitation Week. 

In addition, the regular A & P 
radio programs, the A & P Gypsies 
over NBC, and Kate Smith’s “Cof- 
fee Time” CBS program, will carry 
commercials on the coffee sales 
event. 

Paris & Peart, New York, are the 
agency. 


Seeks N ew Industries 


Newspapers, trade _ publications 
and outdoor posters will be used by 
Palmer, Mass., in an effort to bring 
new industries to the town. The 
Palmer Chamber of Commerce is 
financing the campaign. 


Harper Leaves J-W-T 


Paul Harper, account executive 
with J. Walter Thompson Co., Chi- 
cago, and with that firm for the past 
13 years, has joined Leo Burnett, Inc., 
Chicago, in a similar capacity. 


Mn. FI &F? 


“Complete information™ 


cover one page in your files 


is enlarged to book-size in ours. And so on. 


if you're making plans for radio, 
turn part of the job over to us. 
your service—and you'll find our services 
valuable, even though they cost you noth- 


We're at 


FREE, JOHNS & FIELD, INC. 


Associated with Free & Sleininger, Inc. 


Rado Station Representatives 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 

110 East 42nd St. 180 N. Michigan New Center Building Russ Building C. of C. Bldg. 

Lexington 2-8660 Franklin 6373 Trinity 2-8444 Sutter 5415 Richmond 6184 
WCSC (NBC) . Charleston WDRC(CBS) .... Hartford WPTF (NBC) ... . Raleigh 


WIS (NBC) . . . Columbia 
WAIU... . . Columbus 


WOC (CBS). . Davenport 
WDAY (NBC) .. Fargo 
KTAT (SBS) . Fort Worth 


WKZO (MRN) 
WNOX (CBS) . . . . Knoxville 
KOMA (CBS-SBS) Oklahoma City 
WMBD (CBS) ..... 


. » Kalamazoo 


Peoria 


KTSA (CBS-SBS) San Antonio 
WDAE (CBS) . . . . Tampa 
KTUL (CBS) .... Tulsa 
(| ae wt Portland 


Southwest Broadcasting System 


Te TRY TH 
WORLES mor! 
POPULAR COFFEES 


Building up program with four- 
color page in The American 
Weekly. 


To Graphic Reliance 


William R. Robinson, formerly 
vice-president of Wales Advertising 
Co., and president of Robinson, Light- 
foot & Co., has joined Reliance 
Graphic Corporation, New York, di- 
rect mail. He controls Homeservice 
Co., Ine. 


ditie, Black Star 


Fred Lewis, for three years New 
York representative of H. Armstrong 
Roberts, has joined Black Star Pub- 
lishing Co., 420 Lexington avenue, 
which is adding Margaret Bourke- 
White, Rudolph Hoffmann and Wil- 
liam Rittase to the list of photogra- 
phers it represents. 


Webb to “Herald’ . 


Walter Webb has been appointed 
advertising manager of Bradenton, 
Fla., Herald, succeeding the late 
P. M. Derrick. Mr. Webb was for- 
merly with the Alabama Journal, 
Birmingham Age-Herald, and Mobile 
Register. 


Fry to St. Paul 


C. V. Fry has been appointed art 
director of Brown & Bigelow, St. 
Paul, Minn. He was formerly art di- 
rector of Swan Studios, Chicago. 


Kenyon Office Closed 


Kenyon Advertising, Inc., has dis- 
continued its office at 8 Newbury St., 
Boston. 


Byron Leaves Esty 
Edward A. Byron has resigned as 
radio director of William Esty & Co., 
New York, effective April 1. 


‘Elgin Revue’ 


Scheduled for 
60 Stations 


New York, March 11.—Elgin Na- 
tional Watch Company will use 60 
stations for its new radio program, 
“Elgin’s Revue,” starting Tuesday 
on the NBC Red network at 10 to 
10:30 p. m. EST. Eddie Dowling, 
Ray Dooley and Benny Goodman's 
orchestra with Helen Ward will be 
heard. J. Walter Thompson Co., 
Chicago, is in charge. 

“Jack Berch, the Kitchen Pirate” 
has been renewed on five NBC Blue 
network stations by Cox Gelatine 
Company, effective Thursday. The 
program, heard Thursdays from 11 
to 11:15 a. m. EST, originates at 
WJZ, New York. Joseph Katz Co., 
New York, is the agency. 


“Worry Clinic” 


Already started is a new program 
of General Mills, Ine., entitled 
“Worry Clinic,” conducted by Dr. 
George W. Crane, professor of psy- 
chology, Northwestern University. It 
is heard Monday, Wednesday and 
Friday, 1:30 to 1:45 p. m. EST over 
WLW and WGN of the Mutual 
Broadcasting System. The first broad- 
cast of this series was on March 2. 

On March 6 the Wisconsin Alumni 
Research Foundation, which controls 
the Steenbock Vitamin D irradiation 
patents, codperating with 15 north- 
eastern dairies using the process, 
started a series, “Phillips Lord Call- 
ing on You,’ over WEAF, New York, 
and four stations of the NBC New 
England network Monday and Fri- 
day, 4:15 p. m. EST. Geyer, Cornell 
and Newell, Inc., New York, is the 
agency. 


Tracy Opens Offices 


M. E. Tracy, who recently pur- 
chased Current History, will open of- 
fices at 63 Park Row, New York, late 
in March. John Casman, who has 
been with Joshua Powers, newspaper 
representative, is business manager. 


Gets Narragansett 


Chambers & Wiswell, Inc., Boston, 
has been appointed for the radio and 
newspaper account of the Narragan- 
sett Race Track for the third con- 
secutive year. 


‘‘Journalist’’ Changes 


The Business Journalist, Chicago, 
is now being published as a monthly 
loose-leaf bulletin service for periodi- 
cal and house organ editors. 


BUSINESS ' 


a pick the Astor 


No wonder so many shrewd busi- 
ness men stop at the Astor. For good 
business men know value. The Astor 
§ now gives more value than ever...in 
comfort and convenience. The big com- 
fortable rooms are newly decorated 
and furnished. New restaurants make 
the delicious food seem better than 
ever. You, too, will enjoy the Astor...es- 
pecially at rates as low as $2.50 a day. 


HOTEL 
ASTOR 


TIMES SQUARE+NEW YORK 


A world-famous address at the Crossroads of the World 
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THE MACFADDEN 


MARKET 


Composed of the Largest Voluntary” 
Magazine Circulation in the World 


Consciously Developed Toward Conventional 


Buying Habits, and Practically Exclusive 
To Macfadden Publications Alone 


The production schedules of America’s great in- 
stitutions are so enormous that only the great manu- 
facturing interests are able to handle the figures. 
Such figures are simply beyond the concept of the 
consumer at the other end who goes out to buy one 
automobile or half a dozen light bulbs or a candy bar 
—or a magazine. 

The quantity of sugar, for example, that a popu- 
lar candy bar will require is so staggering that one 
would almost think that the world was consuming 
nothing but candy bars. 


And what is true of the production figures of 
candy bars is equally true of those of automobiles, 
of telephones, of refrigerators, of light and power; 
in fact, of the entire gamut of mass production. 


x kk * 


So it should not be particularly strange to hear 
that another mass product giant has arisen, deal- 
ing in figures quite as startling as your own. 


The paper orders for Macfadden publications 
in their staggering quantity are well in line with 
the sugar orders or the steel orders or the bulb 
orders of your own groups. To say nothing of 
the food orders which have now climbed to quan- 
tity production demand. 


It requires three trainloads of paper every month 
to supply the print orders of Macfadden publica- 
tions. And paper, as you know, is about the most 
compact of materials. And it requires in excess of 
three trainloads more to carry the finished products 
to their distribution points. 


As this is being written’ pretty close to three million copies 
of Liberty Magazine, for example, just one Macfadden publi- 
cation, must be created from the very beginning, put into type, 
printed, and distributed almost entirely in single-copy sales. 


Macfadden’s True Story Magazine must account for another 
two million five hundred thousand each month. And the 


*Voluntary circulation is the number of copies of a magazine that people 
will buy, issue by issue, if left to their own devices. 


'Macfadden voluntary circulations have been increasing so rapidly that 
their figures must be changed almost from issue to issue. 


Macfadden Women’s Group for more than another two million 
seven hundred thousand. And the rest of the Macfadden 
publications for well in excess of another million more. 


x kk * 


And, even more stringently watched and guarded than the 
output of other wares, these Macfadden publication schedules 
must not miss by a single hour, to say nothing of a single day. 
Each one of these upwards of nine million units must be on its 
train and away to its destination without fail. Upwards of one 
hundred seventy-five thousand different people must “handle” 
each issue of Macfadden magazines before the consumer can 
come along and pick one up. 


Just to do this one thing alone, just to get these magazines 
into the hands of the consumers, would seem to be job enough 
for any man or any institution of men. But this was by far 


the least of the jobs that had been done. 


¥ 


x kk * 


The next job was to supply the reading needs that this 
enormous mass of circulation wanted and would look for week 
by week or month by month. For Macfadden circulation was 
no subscription circulation that could be sold by the year and 
forgotten for the year. Nearly ninety per cent of the total 
Macfadden circulation — well in excess of eight million copies 
— are bought each week or each month and have to be asked 
for each time they are bought. So that the reading need of 
these millions of issue-by-issue purchasers must far exceed any 
other consideration. 


To do this Macfadden editors had to supply such a reading 
need as could not be or was not being supplied by anyone else. 
And that is how Macfadden publications found themselves able 
to lay claim to an almost exclusive circulation. 


Finally, the next job, and almost the paramount job from 
the first, was to take these readers of Macfadden publications 
and weld them into a cohesive, coherent, articulate buying 
market. To create in them, through their reading habit, new 
wants and desires such as could be fulfilled by them; to inspire 
in these readers the American ideal so that their minds would 
be conditioned, not only to the desires themselves but to the 
desire to fulfill these desires. 


x kk * 


Every step of this composite effort was necessary (and none 
of it could have been left out) in order that Macfadden 
publications might find a cooperative alliance with the other 
great institutions of America, and might become one of the 
most enormous factors that has ever been known for the 
consumption of the wares of America’s vast mass-producing 
system. All of this, with none of it left out, has been necessary 
to justify the headlines of this page. 
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START COPY ON 
HARNISCHFEGER 
‘20TH CENTURY’ 


Advertise Factory-Built Homes 
in Newspapers 


Milwaukee, Wis., March 12.—An 
aggressive newspaper advertising 
campaign to promote the sale of its 
new factory-built, engineered houses 
in the Southern half of Wisconsin 
will be launched in the immediate 
future by Harnischfeger Corporation, 
Richard Binkowski, business man- 
ager of the new houses division, an- 
nounced. The Harnischfeger house 
will be known as the “Twentieth 
Century Home.” 

The first advertisements will appear 
in large space in home show editions 
of Milwaukee newspapers. Harnisch- 
feger Corporation, one of the oldest 
and best known industrial institu- 
tions in the country, will have a spe- 
cial exhibit at the Milwaukee Home 


HOME AGAIN 


C. Scott Fletcher, whose wanderings over 
the face of the globe for Studebaker 
Corp., South Bend, have been ended for 
the moment, at least, by his appoint- 
ment as sales promotion manager at 


South Bend. 


Show where complete information 
about 


will be availabie, including enlarged 


“Twentieth Century Homes” 


photographs of both interior and ex- 
terior views. 

The initial announcement will be 
followed by advertising in newspa- 
pers covering 20 counties. 


Boasts Six Rooms 


The “Twentieth Century Home” 
has six rooms and a bath, including 
two bedrooms, equipped kitchen and 
combined heater and laundry room. 
It is available with or without base- 
ment, and with either hip or flat roof. 

The complete “Twentieth Century 
Home” will sell for less than $4,000 
and, it is expected, will be financed 
through the FHA payment plan of 
about $35 a month. This sum will 
include interest, taxes, reduction of 
principal, insurance and service. The 
new homes will be sold through real 
estate brokers. The factory will be 
responsible for the erection of the 
houses under supervision of its own 
experts. 

Framework of the “Twentieth Cen- 
tury Home” is fabricated from steel 
sections bolted and welded together. 
The exterior wall assembly consists 
of weather and fire-resistant build- 
ing board which insulates against 
heat, cold and dampness. This type 
of construction is said to be fire-safe 


and vermin, rodent and_ termite- 
proof. 
Harnischfeger Corporation has 


manufactured and sold electric trav- 
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IS A GOOD TIM Oo 
ee E T 


WHY BRIDGE ADDICTS BUY BROOKFIELD 


4 Swift’ 


Mayonnaitg 


These re-use tumblers have given impetus to sales of Swift & Co., 
Chicago. Each suit is given its proper color on the glass. 


eling cranes and electric hoists since 
1884. Grace & Bement, Inc., Detroit, 
is its agency. 


Cartoon Radio Feature 


Is Offered by Ness 


Utilizing a coéperative comic strip 
plan, Advertising Features, Inc., New 
York, has announced “Broadcast- 
ments” as a method of building audi- 
ences for radio programs. 

Forty-line advertisements are 
grouped together in a _ horizontal 


Camp to Schenley 


Ernest Camp, Jr., recently with 
Walton Tribune, Monroe, Ga., and 
formerly with the Lamson Company, 
Inc., Syracuse, and Charles C. Green 


(S— = 
3 
SALES INDICATORS FOR @% CHANGE : 
THE PHILADELPHIA MARKET 1935 FROM 1934 ; 
Industrial Production ‘ + 8 P 
Manufacturing, Durable Goods + 12 3 
Manufacturing, Consumer Goods + 9 : 
Electric Power Sales to Industry + 7 
Factory Wage Earners .... + 4 : 
Factory Payrolls. . ..... + 12 
General Payrolls ......, + 7 P 
Home Building Contracts .. . + 4§ & N od rt I L A D E L ra H 7 * 
Non Home Building Contracts. . +17 P 
Real Estate Deeds. . . . . . . + 8 
Writs for Sheriff Sales. . . . . .-— 6 P 
| eee eee ; 
Wholesale Sales. aa P 
New Passenger Car Registrations + 36 
Hotel Occupancy ..... .. . + 6 ; 
Freight Car Loadings (Mdse. & Misc.) + 4 ; Check in the panel at the left those conditions 
ae Co ae SP ee me . +15 ; which govern sales and you will see that every 
olesale Prices . ...., ~ 7 7 j j 
Eiichi, § °°. a sign points to prosperous times in Philadelphia. 
Retail Food Prices + 8 To take advantage of these conditions use the 
THE PHILADELPHIA INQUIRER ; newspaper with the largest circulation (over 
Daily Circulation — a ; 700,000 Sunday and 278,000 Daily), the un- 
Sunday Circulation. . . . . . +392.8 questioned leader in advertising linage and 
Combined Circulation. . . . . +259 3 the newspaper with the lowest milline rate. 
. 
[Benen 


Che Philadelphia Anguirer 


Pennsylvania’s Greatest Morning Newspaper 


WEW YORK, H. A. McCandless BOSTON, M. L Tyler SAN FRANCISCO, Keene Fitzpatrick 
CHICAGO, DETROIT, ST. LOUIS, Guy S. Osborn, Scolaro and Meeker, Incorporated 


NEWSPAPER ADVERTISING IS POINT-OF-SHOPPING ADVERTISING 


Asa bed rwwey pevvvvrvrvr 


Advertising Agency, New York, has 
joined the advertising department of 
Schenley Products Co., New York, re- 
newing his association with Emerson 
Brewer, Schenley advertising man- 
ager. 


Gets Elgin Assignment 

Fletcher & Ellis Inc., Chicago, has 
been appointed to handle a special 
campaign in New England for Elgin 
National Watch Co., Elgin, Ill. 


strip, each section devoted to a single 
sponsor’s announcement, carried out 
in cartoon style. Details of creation 
and scheduling are handled by the 
service firm, headed by Joseph Ness. 


“Aviation” Gets Young 

William C. Young, former sales 
manager of Goodyear-Zeppelin Corp., 
and manager of the Aeronautics Di- 
vision, Goodyear Tire & Rubber Co., 
has joined Aviation, New York. 


National Hote! 
Management 
Co., Inc. 
Ralph Hitz, Pres 


Where 
STOP... 


The Lexington has become the advertising 
man’s favorite hotel because it's located con- 
veniently to most agency and publication 
offices. And they like its thrifty comfort... 
rooms from $3 a day. 


HOTEL LEXINGTON 


48TH ST. AND LEXINGTON AVENUE - NEW YORK 
Charles E. Rochester, Manager 
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SF unouncement that (5... i 


Changing Buying Habits 


With Westvraco’s Announcement of 
the New Vac-Cup-Bac' Poster Paper 


—_anew and important paper spec- 


ification becomes the concern of 


buyers of poster paper. 


Here’s Westvaco’s Answer 
toa New Query by Buyers: 


“How Will It Post?” 


Users of poster advertising are right 
| in demanding assurance that their 
| posters will look well during the en- 
tire posting display period. 

An entirely new and exclusive prin- 
ciple—a vacuum-cup, adhesive-retain- 
ing posting surface—makes Vac-Cup- 
Bac Poster Paper a new service guar- 
antee. Service-tested in forty-four 
| states, Vac-Cup-Bac showed 
| greater “sticking” qualities, greater 
| resistance to “flagging” and definite gam 
superiority from other service angles. 


Yet, the printing qualities peculiar to 
Westvaco Poster Papers, are retained 
| in the new paper. Press-tested by 
| lithographers, Vac-Cup-Bac was 
pronounced ” Most satisfactory for all 
purposes of poster work.” You Should Have a Sample 


re 3 2 th . fe : 
A note to the Westvaco office nearest Be ey Po . 
raereec aes Rh VAC-CUP-BAC 
Vac-Cup-Bac Poster Paper. ae rs ay: bene 
ye 2 ee 


tt 


PAT. APLD. FOR 


oo yiga 


_WEST VIRGINIA PULP AND PA 


230 PARK AVENUE 35 EAST WACKER DRIVE 503 MARKET STREET PUBLIC LEDGER BUILDING 
NEW YORK, N. Y. CHICAGO, ILLINOIS SAN FRANCISCO, CAL. PHILADELPHIA, PA. 
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March 16, 1936 


WILL-0'- WISP,’ 
SAYS HOLLISTER 
OF PRICE GOAL 


Thinks Maintenance Would 
Prove Disappointment 


New York, March 12.--S 
National Fair Trade 
introduced in the 
will, if passed, prove a 
pointment to both national adver- 
tisers and retailers, in the opinion of 
Paul Hollister, executive vice-presi- 
dent, R. H. Macy & Co. 

“Any uniform price would neces- 
sarily have to be established at 
levels high enough to guarantee sat- 
isfactory gross margins for the high- 
est cost retailers,’ Mr. Hollister con- 
tended. 

“This would act as a subsidy to in- 
efficient dealers and delay progress 


3518, the 
Enabling Act 
present Congress, 


toward cheaper and better methods 
At the same time, it 
protect 


of distribution. 


would fail to the small 


GREATEST LEAD 
SILVER MINE 


“a . 4 ep he vig « Aid . 
—— 


WORLD'S LancesT 
ELECTRIFIED CITY 
{—_ ____ 4 


| 
| 


keen disap- | 


dealer. Large retailers would give | 
more emphasis to private brands at | 
lower cost, while the national adver- | 
tiser would be hampered by the in-| 
effectual efforts of his small-time 
partners.” 

Mr. Hollister pointed out another 
possibility. 

“Price maintenance would tend to 
increase the number of brands, caus- 
ing retailers to stock hundreds of 
poor and thus entangling 
them further in the web which they 
are trying to escape by legal meas- 
ures,” he predicted. 

“Under existing law, any manu 
facturer can control his prices by 
bona fide agency arrangements under 
which he assumes his own risks. 
He may open his own stores, or sell | 
direct. He is also free to refuse to | 
sell retailers who do not observe} 
suggested prices. He needs no fur- 
ther protection.” 

Mr. Hollister argued that no meri- | 


sellers 


| torious product has ever been driven 


VAST FOREST 
WEALTH 


RA 


from the market by 
by retailers. 

“The most successful branded mer- 
chandise is that which is most! 
severely cut in the process of com 
petitive distribution,” he said. “The 
income accounts and balance sheets | 
of manufacturers of leading brands 
afford ample proof of this state-| 
ment,” 


price-slashing | 


—? 
— 4 
~~ 
_— 


Great 
WHEAT COUNTRY 


MRI. 


‘Toddy’’ Assets 
Are Purchased 
by Wander Co. 


Chicago, March 12.—-Wander Com- 
pany, manufacturer of Ovaltine, to- 
day announced purchase of certain 
assets of Toddy, Inc., New’ York. 
Wander has bought the trade-mark, 
good will and certain inventories, but 
none of the liabilities, the statement 
said. 

Toddy, Inc., was a subsidiary of 
Grocery Store Products, Inec., 480 
Lexington Avenue, New York, which 
also has under its wing Foulds Mill- 
ing Co., Kitchen Bouquet, Inc., Ken- 
nett Square Mushrooms Co., Edward 
H. Jacobs, Iiic., and Golden Age, Inc., 
macaroni. 

While Toddy will probably con- 
tinue as an entity, plans are some- 
what vague at the moment. What- 
ever the future of Toddy, advertising 
will probably not play much of a role, 
the company indicated. 

Toddy was placed on the market 
following creation of an immense 
market through advertising of Oval- 
tine. While some distribution was 
secured, Toddy was. never regarded 
as a serious rival of the older and 


| more firmly established product. 


Great 
APPLE COUNTRY 


POKANE’S trade area, as defined by the Audit Bureau of Cir- 

culations, is an outstanding market today because of a rare 

combination in this district of human enterprise and energy, 
and superb natural resources in process of development. 


This Spokane Trade Area includes --- 


$63,000,000 Grand Coulee dam now building. 


World’s largest all-electric city. 


Nation’s greatest lead-silver mine and other lucrative 
mining properties. 


A highly productive wheat, apple, and farming country. 


A great lumbering industry feeding on a tremendous 
stand of white pine timber. 


Great assets in water power, transportation, and other 
advantages. 


In this remarkable district substantial gains are being recorded in 
income from products, payrolls, bank deposits, car loadings, retail 
sales. It is being won for scores of manufacturers with Spokane 
as center of operations, The Spokesman-Review and Spokane 
Daily Chronicle as advertising mediums. 


Reflecting favorable conditions in the Inland Empire they serve, 
these old established dailies have more than 95,000 combined cir- 
culation (85% UNduplicated, Polk) for 101,247 urban families in 


their field. 


THE SPOKESMAN-REVIEW: Spokane Daily Chronicle 


SUNDAY 


MORNING 


EVENING 


SPOKANE, WASHINGTON 


ADVERTISING REPRESENTATIVES 
JOHN B. WOODWARD, INC., NEW YORK — CHICAGO — DETROIT — BOSTON — KANSAS CITY — SAN FRANCISCO — LOS ANGELES 


COLOR REPRESENTATIVES — SUNDAY SPOKESMAN-REVIEW MAGAZINE AND COMIC SECTIONS — ASSOCIATED) NEWSPAPER COLOR, INC, 


* 


TURNS SCRIPT UPSIDE DOWN 


ages ais 


— 
PB P 


When Fanny Brice, star in the new "Ziegfeld Follies" program of Colgate- 

Palmolive-Peet Co., was stricken just before the opening broadcast, Minerva 

Pious, who, as a protégée of the famous Brice, attains theatrical fame, reversed 
the script and took the leading role. 


Davids Gets Frostoff ;x 
To Market De-froster 


Ernest Davids, Inc., has been ap- 
pointed to handle advertising of 
Frostoff Sales Corp., New York, in 
newspaper and magazines. 

Chester H. Smith, recently re- 
signed as. distributor of Air-Way 
Electrical Appliance Corp., is chair- 
man of the new Frostoff organiza- 
tion, which will market an auto- 
matic defrosting, humidfying system 
made by New Haven Clock Com- 
pany for. electrical refrigeration, 
both commercial and domestic. 


Reese, Rossiter to 


Introduce Skin Cream 


Reese, Rossiter & Company, Inc., 
New York, has been appointed to 
handle a campaign on Creme-Hyper- 
emia skin cream now selling in Eu- 
rope and soon to be introduced in 
America by Parfums L’Orle, Ince., 


which also distributes Odorant, a 
deodorant, Esquire, a man’s hair 
tone, and perfume. The company 


will use film and fashion magazines, 
newspapers in key cities and radio. 


‘Hat Types, Not Brands, 


Stressed by Meyers 


No specific mention of hat brands 
will be made in the hat-glove cam- 
paign announced recently by Louis 
Meyers & Son, Inc., New York, Ed- 
win M. Phillips of Phillips, Lennon & 
Co., told ADVERTISING AGE in correct- 
ing a story which appeared recently. 

The manufacturer designed a group 
of gloves to harmonize with certain 
types of hats, such as Snap-brim, 
Kent Bowler and York Homburg. 
Copy will stress the importance of 
wearing the glove designed for the 
hat. Hat manufacturers are asked 
to tie-in by showing these Meyers’ 
gloves in their advertising and dis- 
plays. 

Names Mailings 

Advertising Agency, Inc., 
and its client, Sales Affiliates, Inc., 
New York maker of Inecto, Mari- 
nello and other beauty preparations, 
have appointed Mailings, Inc., direct 
mail, to “dealerize” the response to 
the “Zotos Hour of Charm” on 81 
CBS stations. A free test curl is of- 
fered on the program. 


Grey 


7 
Heating Piping 
Air Conditioning 


Industrial and 
Commercial 
Air Conditioning 


KEENEY PUBLISHING COMPANY 


6 N. MICHIGAN 


Effective coverage in this $100,000,000 market ... two 
monthly publications which have 
subscriber audience in air conditioning. 


the greatest 
Come to 


“Headquarters” for complete market and media data. 


ssa HEADQUARTERS 


BOTH PAPERS 
ARE ABC 
AND ABP 


Residential 


- CHICAGO Air Conditioning 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound 5th edition of ‘‘ Reserve Illustrations. ’* Ovet 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


“UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 


Poa. 


ANAALALY 
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Shoe Sales 


Concentrating Advertising in The New York limes 
Increases Sales for French, Shriner & Urner 


This is but one of many similar 
advertising result reports in our 
files. See the reports that bear on 
the sales of your product. Write 
or telephone: Advertising Depart- 
ment, The New York Times, 229 
West 43rd St., New York, N. Y.— 
LAckawanna 4-1000. 
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HOW TO HATCH 
IDEAS I$ TOLD 
BY JIM YOUNG 


Five Steps in Long Chain, 
E. A. A. Hears 


Chicago, March 10.— Challenging 
the generally accepted belief that ad- 
vertising ideas are pure inspirations, 
James W. Young, former vice-presi- 
dent of the J. Walter Thompson Com- 
pany, and now professor of business 
history and advertising of the Uni- 
versity of Chicago, told the Engi- 
neering Advertisers’ Association last 
night that there is a definite tech- 
nique for their production. 

On the other hand, he agreed that 
the actual birth of an idea is usually 
spontaneous, following a period of 
developing material, studying it, and 
permitting the results to incubate. 
But without the hard work of prep- 
aration, he asserted, the advertising 
man cannot rely upon inspiration to 
give him the worth-while ideas which 


alone make it profitable to employ 
the machinery of advertising. 

“I am willing to give away my 
formula for the production of ideas,” 
he said, “because it is so simple that 
many refuse to believe it, and it also 
involves so much hard work that not 
many will follow it.” 

He said that the successive steps 
in the development of new ideas are 
as follows: first, gathering material; 
second, studying and rearranging it; 
third, permitting it to lie dormant, 
in a period of incubation; fourth, the 
spontaneous development of the 
idea; fifth, shaping and improving it 
for practical use. 

Mr. Young asserted that gathering 
material should include both specific 
and general data. The first relates 
to the product and market which 
are being studied, while the second 
is the sort of information which an 
advertising man accumulates as a re- 
sult of a life-time of study, reading 
and observation. He commended the 
habit of “browsing” as a means of 
adding to one’s store of knowledge, 
and said that the success of Bruce 
Barton as a copywriter was largely 
the result of his extremely broad in- 
terests and wide knowledge. 

“An advertising man should be in- 
terested in everything,” he added, 
“from the contents of an Egyptian 
tomb to an infant’s underwear.” 

The study and manipulation of all 


available facts, in fitting them into 


a new arrangement, which is what a 
new idea consists of, is the second 
stage of this process, he said. The 
“tentacles of the mind” should feel 
the material which has been gath- 
ered, examining it from every stand- 
point, and, to change the figure, 
using the process as a designer em- 
ploys a kaleidoscope in a search for 
new patterns. 


Examine All Facets 


“This process,” suggested Mr. 
Young, “should be continued as long 
as possible. The result will be a 
jumble of material, and the mind 
may be exhausted with the effort to 
develop a real idea from the avail- 
able data. But one should continue 
until all of the possibilities are ex- 
amined.” 

Following this, he said, the sub- 
ject should be dropped, and the at- 
tention directed to something else, 
for purposes of diversion and relaxa- 
tion. In the meantime the subcon- 
scious mind will take charge of the 
task, and ultimately will bring forth 
the new idea which is the product of 
all of the efforts which have been 
made previously. 

Mr. Young quoted from the Sher- 
lock Holmes stories of A. Conan 
Doyle and the mystery tales of Mary 
Roberts Rinehart to show that crea- 
tive artists in all fields agree that this 
general process must be followed. 
Likewise reports to the American 
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FULLER & SMITH & ROSS 


According to our experi- 
ence, large diversified 
businesses are particu- 
larly appreciative of 
agency service that is 
organized to help their 
minor as well as major 
product sales divisions... 


a service viewpoint char. 


acteristic of this agency. 


NEW YORK 
444 Madison Avenue 


CLIENTS 


Aluminum Company 
of America 


The Aluminum Cooking 
Utensil Co. 


Aluminum Seal Co. 
American Can Company 


Art Metal 
Construction Co. 


Associated Tire Lines — 
The B. F. Goodrich 
Rubber Co. 


The Austin Company 

The Bassick Company 
The Bryant Heater Co. 
Chase Brass & Copper Co. 


Central National Bank 
of Cleveland 


Cleveland Fruit Juice Co. 


Commonwealth Shoe 


& Leather Co. 


Country Life—American 
Home Corp. 
—The American Home 
—Country Life 


P. & F. Corbin 

Detroit Steel Products Co. 
Emery Industries, Inc. 
Harpers Magazine 
Hotels Statler Co., Inc. 
Wm. H. Jackson Co. 


Kensington Incorporated 
of New Kensington 


Lake Erie College 


The Leisy Brewing Co. 


New York University 


The Pennzoil Company 


Printers’ Ink 
The Standard Register Co. 


The Strong-Carlisle & 
Hammond Co. 


The Templin-Bradley Co. 
Trundle Engineering Co. 
University School 


Virginia Hot Springs Co. 
—The Homestead Hotel 


Westinghouse Electric 
& Manufacturing Co. 


Westinghouse Electric 
Supply Co. 


Westinghouse Lamp Co. 


Mark Cross Company 


West Penn Power Co. 


National Canners’ 
Association 


The WGAR Broadcasting 
Company 

The Wood Shovel 
and Tool Co. 


Nation's Business 


The Wooster Brush Co. 


CLEVELAND 


1501 Euclid Avenue 


ALL DIFFERENT 


AND ALL ALIKE 


How Taylor Wine Company differentiates between members of its family, while 


maintaining prestige for the entire line. 
character of the product. 


Also, each label has a relation to the 
Containers by Owens-lllinois. 


Psychological Association indicate 
that even in the creation of poetry 
the process is very similar. The 
effort at preparation is followed by 
study and _ incubation, following 
which the product, an idea, appears 
in somewhat unfinished form. 

The necessity for shaping and 
finishing the idea so that it fits into 
the job to be done is the final pro- 
cess, Mr. Young told the E. A. A. 
This is usually necessary because 
the new-born idea which follows 
the incubation process is seldom 
ready for use, but must be given a 
very careful going over first. 


Two Kinds of Men 


In emphasizing the fact that most 
advertising people have the capacity 
to create ideas, the speaker said 
that modern psychologists frequently 
divide human beings into two 
classes, the speculative type which 
is “constantly preoccupied with the 
possibility of rearrangement,” and 
the more routine workers who are 
content to proceed along accepted 
lines, and whose chief function is 
conservation. Advertising men, he 
said, are the reconstructors of the 
world who are preoccupied with the 
possibility of change. 

Thomas H. Holden, vice-president 
of the F. W. Dodge Corp., New York, 
discussed the building revival from 
the standpoint of industrial adver- 
tising. He expects building volume 
to increase from 50 to 100 per cent 
this year as compared with last, and 
said that the chief emphasis will 
continue to be on residential build- 
ings. A marked increase in larger 
industrial and commercial buildings 
will probably be a slower develop- 
ment, he said. 


Stresses Cost Reduction 


The continuance of the building re- 
covery will depend, he suggested 
on the success of the industry in re 
ducing financing costs still further. 
and in reducing all other costs of 
building. While prefabricated houses 
are not yet an accepted idea, a 
greater degree of prefabrication of 
building units in the factory may 
help to reduce costs materially. 

R. Davison, advertising manager of 

the New Jersey Zinc Company, New 
York, and president of the National 
Industrial Advertisers Association, 
and William E. McFee, American 
Rolling Mill Company, Middletown. 
O., and second vice-president of the 
association, told the E. A. A. of the 
work which the national organiza- 
tion is doing to promote industrial 
advertising and marketing. 
Mr. Davison announced that the 
1986 conference of the N. I. A. A. 
will be held in Philadelphia Sep- 
tember 30-October 2. 


Warner Files 11 New 


Infringement Suits 


Eleven new suits against radio sta- 
tions for alleged infringement of song 
copyrights have been filed by M. 
Witmark & Sons, Remick Music Corp. 
and T. B. Harms, subsidiaries of 
Warner Bros. Pictures, Inc. In most 
cases damages of $5,000 and account- 
ing of profits are asked. 

The New York actions are against 
WBO Broadcasting Company 
(WNEW) and Marcus Loew Booking 
Agency (WHN). Out of town suits 
involve Don Lee Broadcasting Sys- 
tem, KHJ, Los Angeles; Northern 
Corporation, WMEX, Boston; Onon- 
dago Radio Broadcasting Corp., 
WFBL, Syracuse; Central New York 
Broadeasting Corp., WSYR, Syra- 
cuse; WCFL Codéperative System, 
Inc., Chicago; WWL Development 
Co., Ine., New Orleans, and KSFO 
Associated Broadcasters, Inc., KSFO, 
Los Angeles. 

Actions filed by Warner Bros. to 
date total 36. Wattenberg & Wat- 
tenberg are Warner's attorneys. 


Wars on Termites 


Disinfecting & Exterminating 
Corp., New York, will advertise its 
termite service in newspapers, trade 
papers and direct mail through Wm. 
H. Rankin Co. 


Ohidstanding ¢ 


@ Here are the reasons why adver- 
tisers—large and small—are enthu- 
siastic about McCandlish posters 
and McCandlish service. 


@ Faithful Reproduction of the 
artist's sketch. 


@ Brilliance of McCandlish inks. 
@ Fine presswork. 
@ Weather-resisting paper. 


@ Deliveries made on time. 


Consult us on your next job. 


McCANDLISH 


LITHOGRAPH 


CORPORATION 
Roberts Ave. and Stokley St. 
PHILADELPHIA 


POSTERS 
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HIGH WATER MARK! 


FOR EACH SUNDAY 
IN FEBRUARY 


THE NET PAID 
CIRCULATION 


OF THE 


NEWS 


PICTURE NEWSPAPER 


JPY 


THIS IS BY FAR THE LARGEST 
NEWSPAPER CIRCULATION IN AMERICA 
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GLORIFYING CAN 


Maude Townsley Fangel painted 
the illustration for Colgate borated 
baby powder, just introduced. 


PUT ‘FILTERED 
SUNSHINE’ IN 
WOODBURY SOAP 


Sensational ‘Story Unfolded 


Cincinnati, O., March 12.— With 
“filtered sunshine in Woodbury’s 


facial soap’’ supported by a money- 
back offer “without bother to you,” 
Jergens- Woodbury Sales Corpora- 
tion broke in a color spread in La- 
dies’ Home Journal this week the 
most sensational campaign in its his- 
tory. The scale of the advertising 
will be in keeping with the revolu- 
tionary nature of the story to be 
told. 

Adorned by the slender figure of a 
girl in the nude, the initial adver- 
tisement heralded, “The dawn of a 
great beauty discovery,” explaining 
that, “Now science gives you filtered 
sunshine in Woodbury’s facial soap 
to bring new loveliness to your 
skin!” 


“Glorious Benefits’’ 


The advertisement continued: 
“Nature endows the sun with two 
kinds of rays: those that burn and 
destroy the skin, and those _ that 
make it bloom with loveliness. 


“Now a way has been found to 
separate the good rays from the bad, 
and to irradiate the good rays into 
one of the ingredients of the world- 
famous Woodbury's facial soap. 

“That ‘Filtered Sunshine’ ingredi- 
ent is present today in the creamy 
lather of Woodbury’s facial soap— 
ready to give your skin, winter or 
summer, every time you wash or 
bathe, the glorious benefits equiva- 
lent to those of the sun’s gentlest 
rays.” 


Money-Back Offer 


There is more in the same vein, 
while in conclusion, an “exciting 
money-back offer’ is described as 
follows: 

“Try Woodbury's facial soap, with 
the new ‘Filtered sunshine’ element 
in it, on these generous terms! Buy 
three cakes. Use two full cakes. 
Then, if your mirror does not con- 
vince you that Woodbury’'s is the 
finest complexion soap you've ever 
tried, do this: 

“Mail to us, any time before May 


31, 1936, the unused cake in its 
wrapper (seals unbroken), and the 


wrappers from the two used cakes | 
Tell us why Woodbury’s did not suit | 
you; also the amount you paid for | 
the three cakes. We will then re-| 


chase price, plus postage.” 


Magazines on List 


magazines to the | 
“filtered sunshine” story are Cosmo- | 
politan, Good Housekeeping, McCall's, 
Pictorial Review, True Story and| 
Vogue. Spreads in color will be used. | 


Other carry 


The readers of newspapers will | 
get the news on Sunday, April 5, | 
when four-color pages, supported by | 
big rotogravure space, will herald 
the tidings in 49 newspapers. 


Sunday Radio Program 


While Paul Whiteman is already 
holding forth on the blue network of 
National Broadcasting Company for 
45 minutes every Sunday evening, in 
behalf of Jergens-Woodbury, he will 
not broadcast the “filtered sunshine” 


story until April 5, when the cam- 


paign swings into full stride. 
Lennen & Mitchell, New York, are 
in charge. 


fund to you the full three-cake pur- \P. & G. TESTING ITS 


NEW TOOTH PASTE 


Cincinnati, O., March 13.—Just to 
show that its arsenal is not yet de- 
pleted, Procter & Gamble Company 


have begun tests on Ivory tooth 
paste. The company refused to con- 
firm or deny reports that reaction 


has been so favorable that big-scale 
marketing operations for the new 
product will be undertaken before 
the year is out. 


Ivory Shaving Soap 


New activity in behalf of Ivory 
shaving soap and Crisco, the P. & G. 
shortening, is also indicated. The 
former is said to have caught hold 
quickly, with benefit of very little 
advertising, as a result of the high 
esteem in which Ivory soap is gen- 
erally held. Blackman Company, 


New York, is in charge of the tubed 
shaving cream. 
Plenty of Competition 
Entrance of Lever Bros. into the 
shortening field is likely to spur pro- 
motion of Crisco, while the invasion 
of John Morrell & Co., with Prido, 


also has not gone unnoticed. 

With the gentlemen’s agreement 
off, if it ever existed, Proctor & 
Gamble may give new consideration 
to its old plan of entering the cos- 
metic field on a grand scale. The 
depression prevented consummation 
of this idea, but with fatter sales 
| records encouraging expansion, P. & 
G. is said to be ready to make life 
uncomfortable for new and old com- 
petitors. 


Picks Lincoln Roden 


G. Lance Brown Co., Philadelphia, 
ap- 
pointed Lincoln Roden, Inc., Phila-| acting treasurer is R. C. Sanchez, 


| . ° 
pharmaceutical chemist, has 


|delphia. Magazines will be used. 
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Donnelly to Operate 
Maine Outdoor Plant 


John Donnelly & Sons have takén 
over operation of outdoor advertis- 
ing plants of Puritan Advertising 
Co., Portland, Me. { 

Donnelly Company of Worcester 
will be known as John Donnelly @ 
Sons in the future. 


| Sikes on Gasoline 

Allen Sikes, Bureau of Advertis- 
ling, American Newspaper Publishefs 
Association, spoke at the Maréh 
|luncheon of the New York Promotion 
|Managers Group, presenting a study 
‘of gasoline consumption in the 
| United States compared with gago- 
| line lineage in newspapers. 


Leaves Powers 


| John C. Casman has resigned @s 
treasurer and director of Joshua 

| Powers, Inc., publishers’ representa- 
‘tives, New York. Succeeding him & 


/sistant treasurer for several years/ 
fy 
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Tie racks in the Active 
Market are full of four-in- 
hands and bow ties of new- 
est patterns. And there's a 
gl.ttering array of studs, cuff 
links, tie holders and other ‘ 


Mr. Active Market is 
sold on suspenders to 
make trousers hang 
well, but for sport 
and country he has a 
collection of belts, 
too. And because "he 
likes to keep his socks 
up, he’s a regular cus- 
tomer for garters. 


lar attached or neckband — 
solid color or striped — va- 
riety is the keynote in shirts 
for the Active Market. 
Ankles get plenty of atten- 
tion in the Active Market, 
too. Silk, wool, lisle—clocks 
or ribs—these men keep in 

> Step with style in socks. 


Snap brim, weit edge, 
derby or Homburg— 
men in the Active 
Market top off their 
suits with the right 
hat—in the right col- 
or. And when the hat 
is at rest, you'll usu- 
ally find a pair of pig- 
skin gloves in it. 


Undershirts and 
shorts—in white or 
color—with or with- 
out pattern—there's 
a@ generous supply in 
the linen drawer. 
Black or tan shoes, 
with plain or perfo- 
rated toes, for busi- 
ness. Brogues for 
country. And the 
right shoes for sport. 
You'll find them ail 
in the shoe closet of 
the Active Market. 


Kashion loo. 


WEARS OUT CLOTHING IN THE 


ACTIVE MARKET 


There was a time when all a man 
needed was a couple of coat-hangers 
and the upper drawer in the chiffon- 
ier. But Fashion has taken him in 
hand, and today there’s a great hue 
and cry for bigger and better clothes 
closets—for more and deeper dresser 
drawers—for men. 

They need them. They're getting 
them, too. For the pace-setters of 
America are not content to be two- 
suit, two-hat men. Business and social 
activities demand attire that is smart 
—and proper—for every occasion. 

That’s why suave tail coats rub 
elbows with sportive jackets in the 
closets of the active and the alert. 
Why shoes line the floor in soldierly 
array. Why shirt drawers are stacked 
high with a colorful collection. And 
because these men are as style con- 
scious as their wives, they don’t 
always wait for signs of shabbiness 
to replenish their wardrobes. Fa- 
shion, too, wears out and retires the 


clothes of these on-the-go gentlemen. 

That’s what sends them marching 
into stores for the newest while it’s 
new. That’s what sends them to 
Collier’s, too. Every week, 2,400,- 
000 of these smart, style-minded 
Americans (and their families) turn 
to this crisp, national weekly for the 
latest views. And they find Col- 
lier’s in step with their style of 
thinking. From fiction to editorials, 
Collier’s keeps their minds well- 
groomed. 

Naturally, the Collier’s Market 
—the Active Market—is the most 
responsive in the men’s wear field. 
With the announcement of any- 
thing smart and new, a next-day 
response is felt from coast to coast. 
Which accounts in a large way for 
Collier’s large advertising gains. An 
advertising linage increase in 1935, 
greater than all other general week- 
lies combined. And 1936 is show- 
ing handsome increases over 1935! 


Collier 


Tae Helv 
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March 16, 1936 ADVERTISING AGE 
poe ——— ——___———- — ———— ———— a - —$——— ———_——. — — . — — 
7 Li volving selection of fashions at | ured, as well as for bi-weeklies and NEW SHELL OFFICER 
Reta ineage Paris openings and preparations for 32 ] DEP CENT weeklies, are given in the accompa- 
a Paris broadcast brought to various . nying table. In each case, baby] que ” a 
Is New Factor communities through the local store. chick, livestock and classified adver- j a 
‘ . A — —— LINEAGE GAIN tising is excluded. ? 
in Magazines| G.F. Launches Post-O — smenthites 1936 1985 ; 
an General Foods Corp., New York, | Country Gentleman.... 31,638 24,700 
has appointed Benton & Bowles, Inc., Progressive Farmer and 
New York, March 12.—A peak in|to handle advertising of Post-O, a _ Southern Ruralist: 
yetail advertising was reached by/ new hot whole wheat cereal. Promo- | ‘Ealtion . oe 24,417 20,729 
Harper's Bazaar with its March} tion will be confined to test markets | Gestete-Alavena 2ti- ; 
issue, which carries advertising of 26| under direction of Frank Smith, of Se) Sek csahaus ... 24,126 15,980 
etail establishments in 13 cities|General Foods, and Robert E. Lusk,| Chicago, March 12.—-Lineage in the! Mississippi Valley 
outside of New York. Jr., of the agency. farm press continued to show gains _Edition te steeeeeees 22,738 14,623 
The trend toward use of national <a ‘over 1935 in February, when farm a 7 vinoenene! 09.243 14.667 
magazines for fashionable stores in | Shartle to G. H. monthlies and semi-monthlies meas-| texas Edition ....... 20,146 13,154 
other parts of the country has pro-| H. J. Shartle has been appointed) ured by National Advertising Rec-| All Editions ........ 18,482 9,963 
vressed rapidly during the past year. | general sales manager of General | ords reported an increase of 32.1 per _Average 5 Editions. . 22,73 15,831 
‘a. =e ‘ , | Household Utilities Co., Chicago, to) eent over February. 1935. Capper’s Farmer . 22,091 16,760 
Pacific Coast retailers some time ago | succeed H. C. Bonfig. Duane Wana- ; : Successful Farming.... 18,154 14,981 
hecame convinced that national ad- maker has resigned as advertising During February the publications | country Home ..... es 17,500 11,764 
vertising would create more prestige | manager. measured carried a total of 375,657/Southern Agriculturist. 15,027 12,537 
nd sales if devoted to reaching | en lines of advertising, exclusive of baby pret ce recta tan pin 
fashionable women everywhere. New Holt with Chain chick, live stock and classified. This! farm Journal ........ 11.072 5,677 
York merchants have used such S: , : el <4, |compared with 284,309 lines in Feb-| National Live Stock : 
: Saxon W. Holt, formerly with ne eo ceed ese : Producer ...... 5.711 2.499 
magazines for many years. Colonial Oil Co., has become adver-| TUary, 1935, a gain of 91,348 lines. | NON MCUn et nan. ; 
Bazaar’s March peak was attained | tising manager of D. Pender Grocery Detailed figures for each of the) © pp. pmer 7. 539 2.153 
through a merchandising plan in-|Co., Norfolk, Va. monthlies and semi-monthlies meas-| Breeder's Gazette 1.982 3.553 


Transferred from the West Coast, P,. E. 


Lakin has become vice-president in 
charge of marketing for Shell Petroleum 
Corp., St. Louis. He succeeds L. van 
Eeghen, resigned. 
'The Nation's Agricul- 
Pee Sere ee ee 2,060 1,139 
Semi-WMonthlies 
Farm and Ranch....... 17.190 15,533 
The Farmer-Stockman. 16,176 14,166 
Hoard@’s Dairyman...... 13,072 13,159 
Montana Farmer...... 12,267 9,955 
Arizona Producer. 12,010 12,450 
Utah Farmer ..... e 11,715 8,634 
*Western Farm Life 9,826 7,856 
Missouri Farmer... « Beas 5,171 
Arkansas Farmer...... 3,405 3,065 
Bi-Weeklies 
*‘Wallace’s Farmer and 
Iowa Homestead..... 36,578 21,258 
‘The Farmer: 
Local Edition ...... 34,308 16,244 
General Edition ..... 29,735 14,800 
Dakota Edition...... 29,735 10,087 
‘California Cultivator... 33,762 20,519 
‘Wisconsin Agricultur- 
ist and Farmer...... 27,972 16,596 
‘Prairie Farmer: 
Illinois Edition...... 27,838 21,428 
Indiana Edition...... 22,686 14,749 
‘New England Home- 
OO ee ree er 26,449 17,606 
‘Nebraska Farmer ..... 25,916 15,942 
Zone Advertising.... 4,651 8,732 


Average 4 Editions... 
Average 6 Editions.. 
‘Pennsylvania Farmer. 
‘Ohio Farmer 


27,079 


(aay 4 

23,856 2 

21,785 15,881 
1 


‘Washington Farmer... 21,561 4,924 
Zone Advertising.... 1,190 1,809 
‘Oregon Farmer ........21,099 14,095 
Zone Advertising.... 672 182 
‘Indiana Farmer's Guide 20,500 10,855 
‘Michigan Farmer ..... 19,257 15,447 
‘American Agriculturist 17,943 15,516 
Local Zone Advertis- 
rere ee eee 2,447 1,922 
“Idaho Farmer ......... 17,481 3,576 
Zone Advertising... . 336 983 
‘Dakota Farmer........ 18,782 8,499 
‘Kansas Farmer: 
(Mail & Breeze)..... 12,842 8,930 
Zone Advertising.... 8,444 2,370 
‘Missouri Ruralist..... 10,306 8,290 
Zone Advertising .... 2,733 1,533 
Weeklies 
“Pacific Rural Press.... 47,650 30,285 
“Weekly Kansas City 
Star: 
Missouri Edition..... 26,643 14,462 
Kansas Edition...... 26,525 14,038 
Arkansas - Oklahoma 
ROEEOO. Saowiswenaes 25,358 13,763 
**Rural New Yorker... 25,860 17,526 
‘“Capper’s Weekly...... 14,93 11,339 
“Semi-Weekly Farm 
News: 
Friday Edition....... 8,262 7,067 
Tuesday Edition..... 7,143 7,419 
*‘Dairymen’s League 
ee Cae ee a 5,466 4,215 
‘Successor to Bureau Farmer. 
“Changed from monthly to semi- 
monthly. 
®'Two issues in February of both 


years. 
‘Three issues in February, 1936; two 


in February, 1935. 
5Four issues in February of both 
years. 


‘Five issues in February, 1936; four 
in February, 1935. 

*Changed from bi-weekly to weekly 
with issue of January 4, 1936. 


Gets Gold-N-Rich 


Pure Milk Dairy Products, Inc., a 
division of the Pure Milk Association 
of Chicago, has appointed the Chi- 
cago office of Hanff-Metzger, Inc. Ra- 
dio and newspapers will feature Gold- 
N-Rich cheese. 


Rost to Chicago 


O. Fred Rost, marketing editor of 
Business Week, New York, has been 
transferred to Chicago, where in ad- 
dition to his marketing activities, he 
will be Western editor for McGraw- 
Hill publications. 


Adler Quits F. & E. 


Edward A. Adler, Jr., radio direc- 
tor, Fletcher & Ellis, Inc., New York, 
has resigned. 
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New Interpretations 


of Clayton 


Act Basis 


for Goodyear’s Appeal 


Akron, O., March 12.—Appeal of 
Goodyear Tire & Rubber Company 
from the “cease and desist” 
of the Federal Trade Commission 
will be based upon the 


tions of the Clayton Act, it was in- 
dicated to ADVERTISING AGE. 
Among these are the rulings that: 
1. Quantity discounts may not 
legally be based upon annual 
volume of the buyer. 


2. Even quantity discounts defi- 
nitely related to single sales are il- 
legal if they place small dealers at 
a decided disadvantage. 

3. Cost-plus contracts, such as 
that used between Goodyear and 
Sears, Roebuck & Co., are illegal. 

Under the adverse decision, Good- 
year must either increase prices to 
Sears, or lower prices to its own 
dealers, and apparently it can elect 
which course to follow. The pres- 
ent contract provides for cost plus 
six per cent. 

In the meanwhile, P. W. Litch- 
field, president of the company, re- 


order | 


iterated the company’s determina- 
tion to rush an appeal to the Fed- 
eral courts. 


Called General Practice 


Commis: | 
sion’s interpretations of certain sec- | 


“Were it permitted to stand,” as- 
serted Mr. Litchfield, “the Commis- 
sion’s decision would wipe out a 
widely used practice under which a 
substantial proportion of the coun- 
try’s total retail business is done. 

“In practically every line of mer- 
chandising, large distributors, in- 


cluding department stores and 
others, have special brands pro- 
duced for them by independent 


manufacturers at quantity discounts. 


“Millions of Americans buy from 
these distributors; thousands of 
workmen are employed in the manu- 
facture and sale of such products; 
huge investments are made by 
stockholders to provide facilities for 
this type of business. 

“This custom itself is on trial— 
not Goodyear!” 

Mr. Litchfield added that low-cost 
manufacturers, working hand-in- 


READERS of the POST-ENQUIRER 
spend more than $16,000,000.00 


H U R OD 


is a 


The 3 
tions of 
point the 


50% 


These 
have a 


of making increased sales in 
the Oakland Market in 1936 
matter of elementary 
arithmetic. 


retail 


of their daily lineage 
in the Post-Enquirer. 


“top” 
definite 
advantage in their nearness 


annually for GROCERIES alone... .. 


Is your product finding its way regularly 
into this great market basket ? 


to the problem. They realize that it is not 
possible to secure maximum results without 
using an “A” schedule in the Post-Enquirer. 
They are aware that there is no equivalent 
market in the United States in which the 
largest daily newspaper has but 44% cover- 
age . . and in which the advertiser is forced 
to forego 56% of the potential business 
when but one newspaper is scheduled. 

They know that the Post-Enquirer gives 
them concentration without waste, since it 
circulates 97.6% of its total within the 
Trading Area . ,. and these merchants are 
SUCCESSFUL. 

More national advertisers are realizing 
the implacable force of this logic. The 
Post-Enquirer is the only daily newspaper 
in Oakland or San Francisco which made a 
General Advertising GAIN in 1935. (Ex- 
clusive of Alcoholic Beverages.) Post-En- 


LL €& 


classifica- 
advertising 
way by running 


major 


merchants 
judgment 


quirer GAIN 27,978 lines; other five daily 
newspapers’ LOSS, 355,752 lines. 


Classifications. 


HERE IS THE 1935 RECORD 


showing the percentages carried by 
Post-Enquirer in the 8 Major Retail 


the 


Department 
Stores . 


47; 


Source: 6-day figures from 


NEW YORK CHICAGO DETROIT 


Furniture 
Stores 


51k 


MEDIA RECORDS INCORPORATED 
More than 46% of the Oakland Newspapers DELIVERED by CARRIER go to people who prefer the 


POST-ENQUIRER 


Represented Nationally by 


PAUL BLOCK and ASSOCIATES 


LOS ANGELES 


of the total retail 
GROCERY advertising 
in Oakland during 
1935 was placed in the 
Post-Enquirer. 


SAN FRANCISCO BOSTON 


enmeiiail 


CINCINNATI PHILADELPHIA 


1935, a '36 model. 


OLDEST CHEVY FOUND—hiram H. Dohner, 70, of Quentin, Pa., won the con- 
test to find the oldest Chevy in use and will receive the 1,000,000th car built in 
With his wife, Mary, he will also get some advertising. 
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hand with low-cost’ distributors, 
have widened markets far beyond 
their normal dimensions by bringing 
within reach of the masses products 
once hopelessly beyond their in- 
comes. This result, he asserted, re- 
dounding to mutual benefit of maker 
and consumer, is sufficient justifica- 
tion of the practice condemned by 
the Federal Trade Commission. 


History of Case 


The case is said to have been the 
largest on record before the FTC. 
The complaint was issued in the fall 
of 1933. Hearings opened Jan. 15, 
1934, and intermittently covered 152 
days in ten different cities. They 
involved 400 witnesses, introduction | 
of 23,000 exhibits and taking of 5. 
000,000 words of testimony. 

Sears, Roebuck’s recent purchase | 
of a membership on the New York | 
Commodity Exchange is regarded as | 
unusually significant in view of the | 
Commission’s order. One interpre- 
tation is that Sears may be planning 
to abandon purchase of tires and 
buy its own rubber for manufacture 
|/into tires by an existing company. 

Meanwhile many mass distribu- 
tors buying private brand merchan- 
dise from independent manufactur- 
ers on cost-plus contracts are watch- 
ing developments with interest. In 
the tire industry there are several 
other major cost-plus contracts be- 
lieved to have been patterned after 
the Goodyear-Sears alliance. The 
United States Rubber Company 
|makes private brand tires for Mont- 
'gomery Ward & Co. and supplies 
about half of the private brand tires 


cret bonus of 18,000 shares of Good- 


offers, 
busine 


year stock worth $450,000 and $800,- 
000 in cash. 

“The difference in price shown in 
this case far exceeds any demon- 
strated difference in savings and 
bears no reasonable relation to the 
differences in cost,” commented the 
Commission. 
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small ones and to this extent are 


“Quantity sales are cheaper than ston * 
at lik 
(Continued on next page) “A 
and | 


of Standard Oil, the B. F. Goodrich 
| Company providing the remainder. 

| World’s Largest Seller 

| In the period covered by the Com- 
|mission’s investigation (April, 1926 
to Dee. 31, 1933) Goodyear sold 
Sears more than $119,000,000 worth 
of tires, Sears thus becoming the 
world’s largest tire retailer. The 
Sears business, starting with $6,600,- 
000 in 1926, reached a peak of $26,- 
755,662 in 1929 declining to $5,671,- 
906 in 1938. 


The Commission found that 
Goodyear concealed’ the _ prices 
and terms at which 


it was sell-| 
ing tires to Sears, Roebuck & Co. | 
from its own sales organization, and 
from the trade generally; and that 
the competition which Sears, Roe- | 
buck & Co. was thus able to bring | 
‘into the retail tire market was a ma- | 
| jor factor in driving out of business | 
‘a large number of dealers, this in | 
turn driving out of business numer- | 
/ous small tire manufacturers. | 
| The Commission also found that 
to obtain its present 10-year non- 
cancellable Sears tire contract, 
yoodvear gave Sears in 1931 a se- 
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Pat action urge in 
advertising with 


LEATHER 
PREMIUMS 


-MULTICASE” 
Exceptional Value — costs 15¢ 
Each in Quantity 


Step up sales with this clever change, key 
and ecard case. Instant appeal to women 
Transparent card window, snap change 
pocket, fool-proof key chain. Genuine Shark 
grain leather. Snaps together into handy 
size with hand strap on the back. Samples 
sent rated firms. 


eens 


ae 


oe 


“FLORENTINE” 
GENUINE LEATHER BILLFOLD 
A Striking Item at 36c Each in Quantity 
Put sales punch in plans with this genuine 


Beautiful Tri-tone Mo 

Fine workmanship throus* 
gift that costs no @ ' 
novelty. Samples sé? 


leather billfold. 
Grain Leather! 
out! <A lifetime 
than the average 
rated firms. 


% PREMIUM BUYERS 


Leather premiums from 4%c each up. we 
today stating quantity desired, P 
allowed and purpose. 


voller Lexrutl 


THE HAGERSTOWN LEATHER CO. * HAGERSTOWNM 
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BASE APPEAL ON 
INTERPRETATION 
OF CLAYTON ACT 


(Continued from preceding page) 
economically justifiable. A quantity 
discount based on the amount of an- 
nual sales is a price discrimination 
contrary to Section 2 of the Clayton 
Act unless it can be shown that it 
represents and fairly approximates 
lower costs. 

“If it was left to a manufacturer | 
to make the price solely on account 
of quantity, he could easily make a 
discount by reason of quantity so} 
high as to be practically open to the) 
largest dealers only. 


Custom No Excuse 


“A manufacturer, under the Clay- 
ton Act, is under a duty to comply 
with the law, and he may not make 
his bargains according to his own in- 
terest by discriminating as he 
pleases, however honest and however 
justifiable such ~ourse might be from 
the standpoint of commercial prin- 
ciples. Large industrial companies. 
through price discrimination, can 
control competitive business condi- 
tions among their customers to the 
extent of enriching some and ruin- 
ing others. While a manufacturer 
has an interest in making attractive 
offers, in order to secure as much 
business as possible, it is an inter- 
est which can only be consulted and 
acted upon in subordination to law. 

“It is not contemplated by the 
Statute that a discriminatory price 
made on account of quantity may 
be a secret price, but the Statute 
contemplates a price open to all of 
the sellers’ customers who may de- 
sire to purchase a similar quantity 
at like prices on like terms. 

“A lower price to Sears, Roebuck 


| chased, 


and Co. for large quantities pur- 


in cost, cannot be justified on the 
ground that such lower 


tion or because respondent deems 
such a price necessary to keep the 
business from going to a manufac- 
turer competitor. The proviso in the 
Act permitting discrimination made 
in good faith to meet competition is 
available to the respondent only if 


not justified by differences 


price was) 
made in good faith to meet competi- | 


its manufacturer competitors have 


already made an equaily 


buck and Co. 
Defensive Act Legal 


“If a powerful concern starts a 
campaign of price cutting in a par- 
ticular community and to particular 
customers in violation of the Clay- 
ton Act, a competitor does not vio- 
late the Act by meeting this com- 
petition by a corresponding discrimi- 
nation. It is a discrimination in 
good faith for defensive purposes 
that is sanctioned, not offefisive dis- 
crimination.” 

While the Commission found that 
the gross Goodyear discrimination 
in favor of Sears was $41,000,000 or 
26 per cent, its order did not spe- 


cost of Sears tires of any 


low and) 
'discriminating price to Sears, Roe-. 


| cifically show any allocation to the | 
part of) 


Goodyear’s selling or advertising ex- | 


Sears was, however, in the 
Commission’s determination of the 
discrimination, charged its propor- 
tionate share of all other overhead 
expense on a cost-of-sales basis. 


Join BBD&O Radio 

Kenneth Fickett, formerly with 
BBD&O and recently with WOR, 
and Irving Mitchell, West Coast 
theatrical and radio man, have been 
added to the radio department of 
Batten, Barton, Durstine & Osborn, 
New York. 


pense. 


Plogsterth to Preside 

W. T. Plogsterth, field service di- 
rector, Lincoln National Life Insur- 
ance Co., Ft. Wayne, Ind. has been 
named chairman of the = annual 
North Central round table of the 
Life Advertisers Association, date 
and place to be announced. 


ZIPPER COUPON PULLS HARD 


Zip-off this 
Mail-Order Coupon 


Schoenfelds —Seattle. 


Send me one of the $74.50 MAYTAG Washers 


and let me have the 
free! 


complete Laundry Equipment 


SE iat ei ea, et ches ce bneeeseteeus ut 
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Seattle innovation that 


Cc uate. Dini 


Gives Scrappy Licenses 


Several additional firms have been 
licensed by Columbia Pictures Corp., 
New York, to name products after 
the animated cartoon characters, 
Scrappy, Margy and Yippy. 

They are Puritan Stationery Co., 
Philadelphia; Wallace Pencil Co., St 
Louis and New York; and David 
Kahn Co., Bergen, N. J. Advertising 
displays will be used. 


Names Tyson 
Postage Meter Co., Stamford, 
Conn., sole distributor of Pitney- 
Bowes postage meters and mailing 
equipment, has appointed O. S. Tyson 
& Co., Inc., New York. 


109 Washers Are 


Sold by Single 


Advertisement 


Seattle, Wash., March 11.—Retail- 
ers who find a certain copy technique 
elfective usually maintain silence, al- 
lowing competitors to learn the se 
cret at their own expense. 

Perhaps dazed by the unexpected 
results, the management of Schoen- 
feld’s Standard Furniture Company 
is willing to tell the world that a 


| 1,320-line advertisement in the Seat- 


tle Post-Intelligencer sold 109 May- 
tag washers. Much of the credit is 
given to the coupon, cornered off by 
|}an illustration of the familiar and 
| popular zipper. 
| The zipper coupon pulled 185 in- 
quiries, with the net results indi- 
cated, after elimination of bad credit 
risks, curiosity seekers and others 
who could not be sold. 

The advertisement itself was out 


ye ee ee 


yanked in the inquiries. 


LAA Diced Poll 


direction of Kenneth R. 
Miller, chairman, Advertising Re- 
search Committee, Life Advertisers 
Association, a poll is being taken to 
ascertain which of four types of ad- 
vertising shall be studied this year. 

The study is scheduled for comple- 
tion before the fall L. A. A. meeting. 


Under 


| To Hirshon-Garfield 


Banks, Ine., New York custom 
tailor, has resumed a regular 
tising schedule in local newspapers, 
featuring made-to-measure clothing 
at $55 up. Hirshon-Garfield, Inc., has 
been appointed. 


Preparatory to Study 


adver- 


of the ordinary, offering a Maytag 
washer “and everything else shown 
'in the illustration” for $74.50, with 
/no down payment. Included in the 
list were two tubs, a willow clothes 
basket, ironing board, drying rack 
and other accessories. The zipper, 
however, is believed to have added 
the “it” which turned an ordinary 
advertisement into a sensation. 


Gives Free Spuds 


| Packs of Spuds are offered listen- 
ers free in Axton-Fisher’s Mutual 
network program, “Cafe of the Red 
Dagger.” This is believed to be the 
first time that such a product has 
| been given gratis in connection with 
| a network series. 


Blakeslee to H-M 


Hal W. Blakeslee, former Western 
manager, Bureau of Advertising, 
American Newspaper Publishers As- 
sociation, has joined the Chicago of- 
fice of Hanff-Metzger, Inc. He was 
formerly vice-president of C. Wendel 
Muench & Co., Chicago. 


MICHIGANS 
OTHER 
DETROIT 


ELP YOURSELF TO THE CREAM! 


MICHIGAN’S OTHER DETROIT 


The eight Booth Newspapers give you the cream 


of the prosperous Michigan market outside of Detroit. 
Eight great marketing areas! 1,544,672 population! One 


of the highest average-wage areas in the United States! 
275,283 Booth Newspaper homes! 


There is only one effective, economical way to 


cover this cream Michigan market.. 
or waste...at minimum cost... and that is with Booth 
Newspapers. Coverage at half the cost.. 
story in a few words. 


. without duplication 


.that's the Booth 


Cash in on this active, up-trend market with an 


early schedule. 


NEW YORK OFFICE: 


A. Klein, 50 E. 42nd Street 


CH 


ICAGO OFFICE: 


John E. Lutz, 180 N. Michigan Avenue 


THE G GRAND RAPIDS PRESS « ‘THE FLINT JOURNAL ° “THE SAGINAW DAILY NEWS + THE KALAMAZOO GAZETTE 


_ JACKSON CITIZEN PATRIOT + THE BAY CITY TIMES + THE MUSKEGON CHRONICLE « THE ANN ARBOR DAILY NEWS 
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ADVERTISING AGE 


March 16, 1936 


Earnings of 


Advertisers 


Net income for Hershey Chocolate 
Corporation and subsidiaries in 1935 
amounted to $5,051,220 compared to 
$5,148,252 in 1934. 

vgepy 

The Greyhounu corporation’ § in 
1935 jumped its earnings to $4,673,- 
465, whereas it showed only $3,154.- 
207 profit in 1934. In a statement 
accompanying the annual report, C. 
E. Wickman, president, informed 
stockholders that a_ greatly’ im- 
proved bus is now in construction, 
340 of which will be placed in op- 
eration in 1936. A departure in de- 
sign, the new vehicle will have 
motor in the rear and seating ca- 
pacity of 36, an increase of three. 
Better lighting, ventilation, seats, 
softer tires are other features. At 
the close of 1935 the affiliated bus 
companies making up the 
owned 1,726 buses and were operat- 
ing 46,249 miles of route. 

vey 

A substantial increase in adver- 
tising and sales’ promotion 
last year on which The William 
Wrigley Jr. Company expects future 
returns, reduced the company’s net 


Johnny’s right. WTIC blan«ets not 


only Connecticut but a 


Massachusetts, New York, Vermont 


system | 


costs | 


| 

|profit for 1935 to $7,724,616 com- | 
| pared with $7,854,285 in 1934. “We} 
| believe that investment (advertis- 
| ing) in our own business in the in- 
}terests of future progress is sound 
| policy,” Phillip K. Wrigley, presi- 
| dent, told stockholders in a state- 
|ment acompanying the annual re-| 
|port, and thus indicating a contin- 
uance of faith in advertising, for | 
which his father was so well known. 


7 * 2 
Better conditions in the household 
appliance field are reflected in May- 
tag Company’s earnings for 1935 
when they reached $2,581,096 as 
compared to $1,960,836 in 1934. The 
company’s sales for the last three 
years were as follows: 1935, $16,350,- 
691; 1934, $14,716,706; 1933, $8,589.- 
053. | 
yvyvy 
Listerine preducts returned less 
profit to their makers, The Lambert | 
Company, last year than in 1934. | 
Net income for 1935 is reported as 
$1,516,741; for the year previous it 
was $2,199,069. Gross sales last year 
}amounted to $10,815,514. 


ae | 

With gross sales in 1935 reaching | 
$192,543,458, Bethlehem Steel Cor- | 
poration showed net income of $4,- 
| 291,253, the best showing since 1930 
}and a considerable jump over 1934 
| when profit amounted to $550,571. 


WHAT COVERS THE 
ENTIRE STATE OF 
CONNECTICUT BUT 
IS NEVER SEEN ? 


ney BR 


NAW, 


good slice of 


and New Hampshire. Over 483,000 


radio homes in its primary service 
area, serving them with the finest 
NBC Red network programs; also 
local productions long favorites with 


WTIC « 


The Travelers Broadcasting Service Corporation. 


Paul W. Morency, 
NEW YORK OFFICE, 220 E. 42nd St., 


on request. 


General Mgr. 


J. J. WEED, Msgr. 


50,000 WATTS 
HARTFORD, CONN. 
Member New England and NBC-WEAF Networks 


CHICAGO OFFICE, 203 N. Wabash Ave., 


"BEST ANNOUNCER" 


this audience. Here are people who 
are willing to buy—who have money 
with which to buy. 


Station WTIC offers the only way 
to reach this rich compact market 
at small cost. A few choice hours 
are now available. Full particulars 


James F. Clancy, Business Mgr. 


C. C. WEED, Mgr. 


The company’s plants operated at 
39.8 per cent capacity in 19385 
against 34.9 per cent in 1934 and 
only 28 per cent in 1933. Gross sales 
in 1934 were $167,736,124. 


, FF 2 


International Business Machines 
Corporation and subsidiaries report 
$7,090,530 profit for 1985 compared 
with $6,597,362 in 1934. 


7 VF & 


The Kendall Company, manufac- 
turer of cotton textiles, surgical 
dressings and allied products, re- 
ports net profits for 1935 of $285,585 
against $515,967 the previous year. 
The decrease, the report explains, 
was due principally to adverse con- 
ditions in the cotton market. 


7’ VF F 


The Sun Oil Company made $7,- 
100,238 profit in 1935 compared with 
$6,650,463 in 1934. 


= 


Also reflecting the uptrend in the 
steel industry, earnings of the Na- 
tional Steel Corporation for 1935 
were $11,136,451, nearly double the 
1934 figure of $6,050,722. 


vvwy 

In the report of earnings of Hole- 
proof Hosiery Company in this de- 
partment last week, the last sen- 
tence reading: ‘Sales in 1935, be- 
fore depreciation, amounted to $1,- 
243,000 against $940,000 in 1934,” 
should have read: “gross profit on 
sales before depreciaton.”’ The com- 
pany does not publish sales figures. 


v - FF 
Sales of G. C. Murphy Company 


turned a net profit of 


Three stores were added last year 
and 36 units remodeled. 


> @ 
Kaufmann Department 
Inc., had sales of $20,152,651 last 
/year and showed a profit of $1,041,- 
233, whereas sales in 1934 amounted 
[to $18,564,292 and profit, $818,793. 


. = 


pany restaurants dropped from $11,- 
$68,345 in 1934 to $11,247,795 last 


RECEIVES ANNUAL AGENCY AWARD 


Roy S. Durstine (left), president, Batten, Barton, Durstine & Osborn, hands Howard Petrie (center), NBC 
siaff announcer, a stop-watch and a check for his 1935 work, while Arthur Pryor, BBD&O vice-president in 
charge of radio, smiles encouragement. 


|per cent. Lines which have _ been 
'added include roofing, paints, metal 


| lime and others. 
chain of stores, 189 in 172 cities, ag- | 
gregated $31,597,890 in 1935 and re- | 
2,247,859. | and subsidiaries report net profit for 
This compares with $28,001,013 of | 1935 of $4,568,805 compared with 
sales and $1,947,342 profit in 1934. | $4,229,000 the year previous. The 


} 
| 


| company and its 


| 
| 
| 
| 


| 


| 
| 
| 
| 
| 
| 
| 


erate at a loss which amounted to)! 


548,169 for 1935 compared to $171,- /1935 amounted to $1,504,518 net. In 


717 tor the vear previous. 
vey 
Westinghouse Electric & Mfg. 


‘ é ie 
Company approached its 50th an-| 
|/niversary year with a material in- | 


| crease in sales and net earnings for 
| 1935, the latter being the highest 
since 1929. The annual report shows 
net income of $11,983,380 contrasted 
| With $189,562 in 1934; the 1929 fig- 
lure was $27,062,611. Sales billed for 

the year amounted to $122,588,555, a 
| jump of 33 per cent over 1934. Like- 


larger than in any previous year. 
Stores, | "8 moe : 


|total earnings for 1935. The com: 
|nrany’s English unit is completing 
Sales of John R. Thompson Com- | 


other two English plants. 
vear. The company continued to op- | 


- —— 


wise, orders received were up 16 
per cent, reaching $123,629,333. 

The 1935 net income includes $1,- 
606,625 dividend received and profits 
realized from securities of Radio 
Corporation of America sold in com- 
pliance with a Federal Court decree 
of 19382. 

Export business of the company 
also was substantially increased in 
1935 and returned greater profit 
than for a number of years. 


_ a a 

Another company to set a new 
high in earnings for the last six 
years was Pittsburgh Plate Glass 
Company and_ subsidiaries which 
practically doubled 1934 profit for 
1935, reaching the second highest 
point in 10 years. Net income for 
1935 was $11,398,739 compared with 
$5,763,684 in 1934. In 1929, the 
figure was $11,644,833. Volume of 
sales last year was up 35.8 per cent. 
New residential construction, mod- 
ernization and increasing use of 
safety glass in automobiles are con- 
tributing to the company’s progress 
in both sales and earnings. 


7, FF F 

New lines acquired by United 
States Gypsum Company since 1929 
accounted for 38 per cent of the 
company’s sales in 1935 and _ pro- 
duced 20 per cent of direct profits, 
according to the annual report 
which shows net profit of $3,491,252, 
a 62 per cent jump over 1934. 

Tonnage volume for the year was 
up 43 per cent and dollar volume 40 


lath, insulation, acoustical products, 


>, Vv? 


Gillette Safety Razor Company 


total number of blades sold by the 
subsidiaries 
throughout the world last year was 


Sarnings from sales made outside 
the United States exceeded the 1954 
earnings from this source and 
amounted to slightly over half the 


erection of a new plant to handle 
the demand which has over-taxed its 


A v ¥ 
Earnings of United Drug, Inc., for 


1934 the company reported $1,833, 
960 profit. 
¥ Vv F 

Although sales of International 
Silver Company increased in 1935, 
operations for the year showed net 
loss of $496,687, compared with 
profit of $206,183 in 1934. Sales for 
the two years were $10,520,436 and 
$9,736,016, respectively. The Cal 
adian company showed a net profit 
for the year of $496,687, which was 

(Continued on Page 28) 
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Earnings of 
Advertisers 


(Continued from Page 26) 
{ncluded in the loss reported for the 
American company. 

ae a 

Phillips-Jones Corporation, maker 
of shirts and collars, had sales of 
$7,271,464 in 1935 which returned 
net profit of $104,307. In 1934 the 
company did business of $7,220,268 
and profited by $104,144. 

vy¥#ses iy? 

Net sales of $17,712,001 in 1935 for 
Frank G. Shattuck Company, restau- 
rant and candy store chain, yielded 
net profit of $698,679. Comparable 


figures for 1934 were $16,586,894 
and $411,766. 
vvwY 
United Fruit Company reports net 
income for 1935 of $10,359,222, a de- 
crease from $12,049,299 reported for 
1934. 
vvwy 
Sharp & Dohme, Inc., made a net 
profit of $747,846 in 1935, a drop 
from the previous year when net in- 
come was $941,555. 
, FF F 
Sales of American Safety Razor 
Company in 1935 netted profit of 


| $1,271,008, somewhat better than in 


1934, when the 
$1,065,234. 


company earned 


v v v 
General Outdoor Advertising Com- 
pany and subsidiaries continued to 


operate at a loss in 1935 but reduced 
the amount. The deficit last year 


amounted to $41,802; in 1934 it 
stood at $975,286. 
+. FT F 


Shell Union Oil Corporation ma- 
terially improved its operating con- 
dition in 1935, reporting net income 
of $6,812,835, contrasted with a loss 
in 1934 of $949,111. 


7? FF F 
Parker Pen Company increased 
its net profit from $389,267 in 1934 
to $447,951 in 1935. 
vvey 
General Electric Company’s bill- 
ings for 1935 totaled $208,733,000, a 
27 per cent increase over $164,797,- 
000 invoiced in 1934. Net earnings 


for the year were the greatest for 
any year since 1931, amounting to 
$27,843,000 as compared with $19, 
726,044 in 1934. 


vvwy 
Gotham Silk Hosiery Company, 
Inc., and subsidiaries earned $423,- 
809 in 1935, contrasted with a net 
loss in 1934 of $274,745. 


vy¥seey? 

Van Raalte Company, Inc., made 
$665,059 profit on net sales of $7,- 
611,128 in 1935. Earnings in 1934 
were $304,918. 


vvwy 

Aggressive marketing and adver- 
tising boosted 1935 sales and earn- 
ings for the third consecutive year 
for Johns-Manville Corporation, 1935. 
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Sally Seal: GEE 


WHISKERS ! LOOK AT 

THE SWELL FUR COATS ‘. 
ALL THESE SAN FRANCISCO RE 
WOMEN ARE WEARING. Sm 
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The Call-Bulletin — 


Seal Rocks 


as solid in San Francisco as 


Sammy Seal: 


SAN FRANCISCO 


5 
Coe 

Ye gt ot — 

My > 


YOU BET, 


WE'RE LUCKY TO BE sta 
OUT HERE ON THE ROCKS, Jam 


Sally and Sammy Seal are glad to be "on the rocks,” purely for reasons 


of self-preservation. Nearly every one else in San Francisco is "off the 


rocks," earning good money and spending it. 


‘the same period of last year.* 


*Federal Reserve Bank Statistics 


Represented Nationally by Paul Block & Associates 


For example, retailers report a 64.1 per cent increase in fur sales over 


To the evening Call-Bulletin is due a large share of the credit for such 
a performance because San Francisco retailers invest the major share 
of their daily newspaper dollar in The Call-Bulletin. 
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This protection not only gives the im- 
pression of quality but has practical ad- 
vantages in transportation and serving. 


Net sales increased 26.9 per cent, 
reaching $34,646,853, and returned 
net profit of $2,164,858, a 188 per cent 
jump over 1934. Sales in 1934 stood 
at $27,300,247 with profit of $749,802. 

The company took a leading part 
in formation of FHA for financing 
home construction and moderniza- 
tion. Its own credit subsidiary in 
1935 purchased 8,902 deferred pay- 
ment plan notes submitted by con- 
tractors and dealers, amounting to 
3,259,932, an increase of 171 per 
cent over the previous year. It 
plans to continue this service beyond 
expiration of FHA, which is expected 
to be extended to the end of this 
year, 

At present, Johns-Manville is con- 
ducting a vigorous campaign to set 
up the building supply dealer as the 
focal point for all residential build- 
ing and modernization activity. 
Under the plan the dealer, properly 
schooled in J-M training schools for 
sales managers and salesmen, would 
do a creative selling job for the 
building industry as a whole and 
bring together the buyer, architect 
and contractor. 

About 100 Eastern dealers attended 
the J-M sales manager’s school just 
concluded in New York, and a much 
larger group is expected to gather 
for an 11-day course to be held at 
Chicago, March 17-28. 


,  F 


With a smaller number of units in 
operation at the close of the year, 
American Stores Company finished 
1935 with $2,716,242 profit as com- 
pared with $3,362,740 in 1934, 
although sales were $115,866,889 and 
$114,365,213, respectively. At the end 
of 1935 the company had 2,826 stores 
in operation, 33 less than at the be- 
ginning. 

vveey 


Best earnings since 1930 were en- 
joyed by Commercial Solvents Cor- 
poration for 1935, due principally to 
diversification of its products and in- 
creased sale of beverage alcohol for 
bourbon whisky. Net profit for the 
year was $2,702,092 against $2,346, 
237 in 1934. Sales last year amounted 
to $37,309,998. 

The company is engaged in broad 
research and product development 
work to increase the diversity and 
flexibility of its lines to enable it to 
shift from one group of products 
which may be meeting heavy com- 
petition to another enjoying better 
demand and larger profit margins. 

Resinox Corporation, owned jointly 
with Corn Products Refining Cor- 
poration, is working on a new plastic 
material produced from a portion of 
the protein residue from corn grind 
ing, but it is still in the laboratory 
stage. A special type of carbon 
black manufactured by Therma 
tomic Corporation, another subsidi- 
ary, is being successfully marketed, 
sales having increased 50 per cent 
last year. 
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Cooperative Advertising 
Allowances Paid by B. T. 
Babbitt, Inc., During 
1934 

Firm 


Great Atlantic & Pacific 

Tea Co., New York, N. 

, EEE PoE errr Mo 
Kroger Grocery & Baking 


Total Amt. 


Co., Cincinnati, O. ...... 6,097.08 
National Tea Co., Chicago, 

RR ee ee 1,769.00 
Safeway Stores, Inc., Oak- 

SS chs-wis't cde eed 881.60 
American Stores, Phila- 

OG nec cdenas ‘ 8,789.92 
First National Stores, Bos- 

eres eee 5,659.60 
Southern Grocery Stores, 

Ts.; Arta, Ga....ss.- 483.40 
Birmingham Associated 

Grocers, Birmingham, 

Ee aaa ae wees ok 8 wei 40.00 
District Grocery Stores, 

Inc., Washington, D. C.. 270.60 
Central Wholesale Groc- 

ers, Inc., Chicago, IIl.... 406.00 
Durand - McNeil - Horner 

Oo., CMIGReO, Thins s css 210.00 
Wolf Wholesale Grocery 

Co., Detroit, Mich....... 16.60 


Associated Grocers 
Inc., St. Louis, Mo...... 172.60 


Frankford Grocery Co., 
Philadelphia, Pa. ....... 2,006.50 
Royal Blue Stores, Chi- 
CR ,. c0 8 ehesveeeess 233.00 
Karsdale Stores, New 
Wore, Dy Visi vaacnx 7,950.32 
Dodge, Sweeney & Co., San 
Francisco, Calif. ...... 260.40 
Fain-Logan Co., Atlanta, 
Sl oe eee 11.20 
Steele-Wedeles Co., Chi- 
| eee eee 280.00 
Frey & Sons, Inc., Balti- 
| EE ear arr ar 202.40 
NE Svs + eae eee oes $143,761.46 


EXTRA! PATMAN 
DISCOVERS NEW 
APPROPRIATION 


Washington, D. C., March 9.—In 
an attack on opponents of the Robin- 
son-Patman anti-price discrimina- 
tion bill, Representative Patman of 
Texas, charged in the house today 
that an attempt is being made by 
large advertisers to intimidate news- 


papers. 
He alleged that a so-called “insti- 
tute of distribution, representing 


large banker-controlled chains,” has 
sent out a statement to some news- 
papers “insinuating they are going 
to spend $9,500,000 in advertising 
and if the papers want any of it they 
had better oppose the Robinson-Pat- 
man bill.” 

“Already newspapers are some- 
what intimidated,’ Mr. Patman de- 
clared. 


Defends His Bill 


In discussing the merits of the pro- 
Posed legislation, Mr. Patman con- 
tinued: 

“When all independent merchants 
Can receive the same prices from 
Manufacturers that banker-controlled 
retailers receive, competition will be 
Preserved and the consumer pro- 
tected. Prices will be lower instead 
of higher. 

“Instead of being a bill to subsidize 
middlemen, it is a bill to prevent 
monopoly, protect independent busi- 
hess, promote individualism, restore 
*quality of opportunity, and encour- 
ae local ownership and control of 
local business as opposed to absen- 
tee ownérship and control. Instead 
of freezing price levels, as charged, 
it will cause keen competition and 
Dlace a premium on efficiency. 

“The only interference with busi- 
hess will be to prevent monopoly, 
Protect consumers, farmers and wage 
“arners; and to put all retail dis- 
tributors upon the same basis with 
the same competitive rights. 


Predicts Sad End 


tis bill has the opposition of all 
faters, bribetakers, and the greedy 
®° seek monopolistic powers which 


would destroy opportunity for all 
young people and which would even- 
tually cause Government ownership. 

“The bill has the support of those 
who believe that competition is the 
life of trade; that the policy of live 
and let live is a good one; that it is 
one of the first duties of Government 
to protect the weak against the 
strong and prevent men from injur- 
ing one another; that greed should 
be restrained and the Golden Rule 
practiced.” 


Retains Louis Glaser 


Edgar P. Lewis & Sons, Inc., 
Malden, Mass., maker of “Viva” and 
other candy products, has retained 
Louis Glaser, Inc., Boston. 


Murray Succeeds Betts 


H. E. Murray has been appointed 
assistant director of advertising- 
merchandising of Dodge Brothers 
Corp., Detroit, to succeed William 
E. Betts, resigned. 


Zoty With “Guide” 

Ed Zoty, formerly with Macfadden 
Publications and International Mag- 
azine Company, is now circulation di- 
rector of Radio Guide and Oficial De- 
tective Stories, Chicago. 


Trenchard to Agency 


Roland Trenchard, manager of 
WHOM, Jersey City, for five years, has 
become head of the foreign language 
division of Bess & Schillin, New 
York. 


Insulite Names Somes 


L. H. Somes has been appointed 
sales promotion engineer to special- 
ize on Bildrite Sheathing, new 
building material development of 
The Insulite Co., Minneapolis, Minn. 


Joins Esty 


rie ed with J. M. Mathes, Inc., 
and N. . Ayer & Son, John C. Me- 
eee” Jr., has joined the copy 
staff of William Esty & Co., New 
York. 


Drummond Buys WOCL 


John C. Drummond, former owner 
of radio station WIBX, Utica, N. Y., 
has purchased station WOCL, with 
studios at 122 W. Third St., 
town, N. Y. 


James- 


B & B Names Beseler 


Fred C. Beseler has been ap- 
pointed vice-president and general 
manager of B & B System, Inc., out- 
door advertising, Shreveport, La. 
He was formerly manager of South- 
west Outdoor Advertising Co., Hous- 
ton, Tex. 


. 
Gatenby in Belvidere 
John W. Gatenby, commercial ar- 
tist, has moved his studio from 
Chicago to Belvidere, Ill. The tele- 
phone is Belvidere 31. 


Opens Newark Branch 


Jordan-Smith, Inc., New York 
agency, has opened a branch office 
at 665 Broad St., Newark, N. J. 


NEW 


“REPRESENTED (NATIONALLY BY 


PAUL BLOCK AND 


CHICAGO 


o* 7 2 


Los” ANGELES 


PHILADELPHIA | 


TWO MILLION LINES MORE. 
than was carried by any other | 
Los Angeles Daily Newspaper 


LOS ANGELES IS THE FIFTH 
— CITY ” — 


associnres : 


SAN FRANCISCO 
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ADVERTISING AGE 


March 16, 1936 


\c hiseltown—Mr. A. 


LAST RITES FOR. 
A. PRICE CHISEL 


March 10 To 


the body of our deceased 
enemy—the Arch-tool of 


Price Chisel. 


| to view 


‘Look upon his brow-beaten 
frame. If he could only talk! The 
poor fellow could relate his past 


partnerships and tell tales that are 
2st forgotten. 

“But his role in your lives is over. 
His association with you as an evil 
influence is past. You are now free 
to keep your word—Price Chisel has 


Chicago, impress | : 

. iv 2 ic 4 sf QQ 7 2 fe 
upon distributors and their sales- outlived his usefulness. W hile Ww 
men that “Mr. A. Price Chisel” is | 4™® in a sense sorry to see his mu- 
really send. und that any further tilated body pass to the great be- 

« J « « « « Z ee aaa 
. . . . Te ve ‘'y ‘of ‘ ia 
manifestations originate in another yond—we came : bury rg on ] 
. . *¢ “7 a) e e y e 
world and may therefore be disre- not to praise en a ’ . b 
garded, Seagram-Distillers Corpora-|»@S done lives after him—but the 
tion, interred the remains at a gath- | 890d you can do from now on should 
’ « e € c 


be a true inspiration. 


ering at the Sherman Hotel last | 

week, 5 “We cannot forget the thousands 
Gen. Frank R. Schwengel, who! he has shamefully wronged... . the 

during his military service and later | thousands of houses he has put in 

agency experience, witnessed many |the red because they were inno- 


a funeral, was on hand in his ¢a- 
pacity of national director of sales | 
and vice-president. He was ably as- 
sisted by a cohort of lesser dig- 
nitaries. 

Broken chisels were distributed | 
during the ceremony to indicate that | 
the spell long exercised by the late | 
Mr. Chisel has been exorcised. 

This “eulogy” was read as the re- | 
mains were taken on their last long | 


cently forced into non-profit produc- 
ing deals. Think of the undernour- 
ished children as a result of this 
fiend’s work. . . . the thousands on 
relief rolls. . forced out of busi- 
ness for lack of sufficient profit to 
pay the overhead.” 


Farr with “Time” 
Finis Farr, radio writer of William 


ride: Esty & Co., New York, has joined the 


“Brothers, 


Business j is GOOD in 


RAN 


eerie ale asap 
we are called together | editorial department of Time. 


DOLPH, N. Y. 


—typical of the 16,000 small towns where 
500,000 families read GRIT every week 


2 ey Gare PS 
- “= A 
Be ob ab iy 


ES, deo bb 
e Simeae s Greatest Weekly 


HEY'VE been making good 

furniture in Randolph for over 
50 years, and condensed milk for 
29. These two industries depend 
upon Randolph's population of 
1,308, 


for skilled workers. 


comprising 335 families, 


Wages are good, living stand- 
ards high. 
their homes and are able to buy 


Most families own 


your product. 


Every week GRIT sells 158 
copies in Randolph — the 
broadest coverage in this 
town provided by any 
national publication. 


Randolph is just another 
of the 16,000 thriving, able- 
to-buy small towns where 
your business will be better 
when you put GRIT on your 
advertising schedules. 


axe2tisar= 
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SYMBOL OF BETTER DAYS 


oo 0 SPR: 


Broken chisel, veniidities passing of the price cutter. 


Low P; Pressure 
Savings Copy 
for Syndicate 


Minneapolis, Minn., March 12.— 
Designed to tell the story of a spe- 
cial way of accumulating money, and 
of trustworthy management of 
funds, advertising of Investors’ Syn- 
dicate, Minneapolis, has purposely 
been placed on a “low-pressure” ba- 
sis. 

The advertising has been written 
in a lofty manner, planned to arouse 
interest, but to leave the actual sales 
story to the company’s representa- 
tives, 

“Would it be worth 35 cents a 
day?” one current advertisement is 
headlined. Copy pictures a little 
farm nestled on a hillside. 

“Tucked away in countless hearts 
lies this bright hope—‘Some day, a 
little place in the country,’” the ad- 
vertisement points out. “It whispers 
to the weary, trudging homeward 
from their work. It heartens the 
harried. It is the Green Pasture, the 
rreat Reward. It is the week-end 
shrine of thousands.” 


Difficulty of Saving 


Left. alone, few will ever save 
sufficient money to enjoy an old age 
of leisure or to provide education 
for children, the advertisement de- 
clares. This introduced the com- 
pany’s “Living Protection” plan. A 
booklet, “A New Plan of Life’ is of- 
fered. 

Half-column to page space is being 
used in The American Magazine, 
Christian Herald, Collier’s, Cosmo- 
politan, Extension Magazine, Mac- 
lean’s, National Home Monthly, The 
National Parent-Teacher Magazine, 
Rotarian, and Time. The company is 
also using rotogravure in La Presse, 
Montreal, and Christian Science 
Monitor. 

The account is handled by Young 
& Rubicam, Inc., Chicago. 


Exhibit Work of 
Advertising Kids 


Artistic works of children whose 
parents are active in the advertising 
field will be exhibited at the studio 
of the Robert Reid Macguire Organi- 
zation, New York, March 14 to 20. 

The event was suggested by Mr. 
Macguire, James Kennedy and George 
Infanti. A private showing to the 
advertising profession was held 
March 13. 


Kittelson, Drake to 
“Hunting & Fishing” 
Charles Kittelson, former represen- 
tative of Scripps-Howard newspapers 
and Western Newspaper Union, has 
been appointed New York manager 
of Hunting & Fishing and National 
Sportsman, 
Herbert G. Drake, formerly 
Boston Herald-Traveler, 
Mr. Kittelson. 


with 
will assist 


| 


Gillette Patent Upheld 


By Circuit Court 


A patent owned by Gillette Safety 
Razor Co., covering the type of blade 
generally used in razors, was ruled 
valid by United States Circuit Court 
ot Appeals, Philadelphia. 

The court reversed the U. S. Dis- 
trict Court of New Jersey and or- 
dered it to issue an _ injunction 
against Essex Razor Blade Corp., and 
require an accounting. 


Six Name Cutajar 


Six new accounts have been ac- 
quired by Charles J. Cutajar, New 
York advertising agent. They are 
Fairchild Aircraft Corp., Hagers- 
town, Md.; Fairchild Aerial Camera 
Corp., Woodside, L. I.; Fairchild Aer- 
ial Surveys Corp., Woodside; Ranger 
Engineering Corp., Farmingdale, 
L. I.; Selected Devices Co., Inc., New 
York, and Karol Preparations, .Inc., 
New York. 


| Bates to Federal 


C. J. Bates & Son, Chester, Conn., 
have appointed Federal Advertising 
Agency, New York, with C. H. Wil- 
liams as account executive. Under 
direction of Mrs. Gizella Fowler, cos- 
metic consultant, the firm plans a 
campaign on “Barbara Bates Basic 
Manicure Treatment” in fashion and 
trade publications. 


Columbus Daily Herald 
Starts Morning Paper 


Columbus, Ind., Daily Herald, pub- 
lished as an afternoon paper has 
added a morning edition. A reorgan- 
ized staff has purchased an interest 
in the paper from Michael A. Locke. 

Nathan Strauss is advertising 
manager and Harold Cohen, circula- 
tion manager. 


Three for Epstein 


Dade B. Epstein Advertising 
Agency, Chicago, has been appointed 
by Peggy Hart, Inc., Chicago manu- 
facturer of cosmetics for beauty 


shops. Dutch Mill Candy Shops, and 
radio advertising of Wieboldt’s, Chi- 
cago department stores, are other 
new accounts. 


Institute Elects poe 


Frank A. Arnold, formerly director 
of development of National Broad- 
casting Company and secretary and 
executive board member of Frank 
Seaman, Inc., has been elected vice- 
president and associate director of 
the Institute of Public Relations, 
New York. 


Appoint Wildrick & Miller 


Atkins & Durbrow, Inc., distributor 
of horticultural and poultry supplies, 


has appointed Wildrick & Miller, 
Inc., New York. Magazines, news- 
papers, poultry papers, and trade 


papers will be used. 


Joins Draper-Maynard 


Guy Richards has been appointed 
sales manager of Draper-Maynard 
Co., Plymouth, N. H., athletic goods. 
He succeeds Edwin C. Whittemore. 


2 Million Is 
Set Aside for 
736 Cotton Week 


New York, March 11.—Nationa] 
Cotton Week will be observed June 
1 to 6, with a complete merchandis. 
ing and promotion program, C. K, 
Everett, of the Cotton-Textile Insti. 
tute said today. 

“Conservative estimates of the ex. 
penditure by stores, manufacturers 
and distributors to promote this oc. 
casion by magazine, newspaper, 
radio and other advertising, amount 
to more than $2,000,000,” he said. 

“We are trying to increase use of 
cotton goods on the basis of its styl. 
ing, non-shrinking and non-creas- 
ing qualities, for a variety of uses,” 
Mr. Everett continued. “Current 
interest in leisure activities affords 
us an opportunity to find new ap. 
plications for cotton goods in 
clothes adapted for play, sport, and 
other diversions.” 

Mr. Everett explained that the 
date selected for National Cotton 
Week has been set later than hither. 
to in order to prolong the selling 
season. In other years, early cotton 
promotion merely stimulated initial 
sales. 


Sweetheart Drive 
Extended to West 


Successful in New York, the cam- 
paign of the Manhattan Soap Co. on 
Sweetheart soap and flakes, which 
is its first newspaper advertising in 
five years, has been extended to in- 
clude cities in Upper New York, 
Ohio and Michigan, reaching West 
to Chicago, St. Louis and Kansas 
City and southeast to Baltimore and 
Washington. 

Previously confined to New York 
City and vicinity, the advertising fea- 
tures an $8,300 prize contest and pre- 
mium _ offers. Peck Advertising 
Agency, New York, is in charge. The 
account executive is A. H. Messing, 
Peck president. 


Laughs Tie up Programs 

Ed Wynn’s laugh and that of Len- 
nie Hayton’s orchestra on the Wynn- 
Plymouth air show, “Gulliver, the 
Traveler,” will be imitated in the 
new Chrysler program which started 
March 12 over the Columbia network. 
An announcer will complete the tie- 
up by stating, after the audience has 
been asked to tune in on Wynn’s pro- 
gram, that Plymouths can be bought 
from Chrysler dealers. 


Tolchin to WOR 


Arthur Tolechin, formerly account 
executive with Gustav Marx Agency, 
Milwaukee, and Southern advertising 
manager for Riegel Textile Corp., has 
joined the sales staff of WOR, New 
York. 


Says “Hello” to a good ‘‘Buy!’’ Stay at 
this New, 26-story hotel...a coast-to- 
coast patronage is your guarantee of 
satisfaction. Here, Times SQUARE # 
all ‘ROUND you—just a stone’s throw 
to ‘Radio City’, 69 theatres, Sth 
Avenue and railroad terminals. Yet— 
when you want absolute quiet— your 
Piccadilly Room shuts off the city'® 
rane as you would turn off a light 


Aan 
we 
Ask foo hue “Guide Map” of N.Y.” 
45th ST., JUST WEST of & WA! 


W STILES KOONFS * 


ht, richly furnished rooms — 
ont baths — deep, soft ‘‘sleepy- 
bead” beds and up-to-the-minute 
conveniences. Rates as low as 
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WEST COAST IS 
ENTHUSIASTIC 
OVER CONTEST 


Hopes to Win Big Share of 
Essay Awards 


Chicago, March 12,—With char- 
acteristic sectional enthusiasm, 
Western advertising interests have 
determined to garner a substantial 
portion of the prizes in the essay 
contests sponsored by ADVERTISING 
AcE, and have already launched ef- 
forts to develop a large number of 
entries from the Coast. 

“We are indeed very happy to co- 
éperate in every way possible, and 
have taken the liberty of sending a 
copy of your letter to each of the 
secretaries of advertising clubs on 
the Pacific Coast,’’ Florence Gardner, 
executive secretary, San Francisco 
Advertising Club, advised ADVERTIS- 
ING AGE. 

“We believe that we can get busy 
through our advertising groups in 
the University of California, and 
perhaps at Stanford, together with 
the high schools in this vicinity, and 
get some interest and entries from 
the Pacific Coast. 

“We shall also call this to the at- 
tention of our members by an an- 
nouncement at our next meeting and 
a note in our weekly publication.” 


Work With Schools 


Roy L. Beaman, secretary, Adver- 
tising Club of Long Beach, contacted 
teachers at the local high schools 
with reference to the contest. ‘“‘The 
Advertising Club of Long Beach has 
sponsored five minute talks’ by 
junior speakers from each of the two 
local high schools for the past two 
years, and because of the enthusiasm 
it has created among students we 
are only too happy to assist in the 
prize contest,” he wrote. 

Benton Brady, Jr., business man- 
ager of the Daily Trojan, Univer- 
sity of Southern California publica- 
tion, says, “This is certainly a note- 
worthy effort on your part to help 
stimulate advertising bound _ stu- 
dents. 

“We have quite an active advertis- 
ing club on this campus, plus the 


WSM 


50,000 WATTS 


Nashville. Tennessee 


Results? Cycle Trades of 
America writes: 


"WSM 
outpulled 25 leading sta- 
tions nearly 10 to |." 


BIND-IN-VELOPES 


om Completely formed order - blank 


envelope. 

Envelope feature permits remit- 
tance with order. 

Remain a part of your publication 
until ready for use. 

Mechanically gather on Saddle- 
Stitch and Side-Stitch bindery 


equipment, at low cost. 


+ + + 


Send copy of your present order 
form and publication for Bind-in. 
velope analysis, samples and quo- 
tations. 


SAWDON CO. 


230 PARK AVENUE | 
NEW YORK, N.Y. a 


assistance and guidance of our ad- 
vertising fraternity and _ sorority, 
Alpha Delta Sigma and Gamma 
Alpha Chi, respectively. I am sure 
that out of these organizations 
something of merit will be entered.” 
Meanwhile, copies of club publica- 
tions, school papers and newspapers 
carrying items about the contests 
continue to pour in to ADVERTISING 
AGE, indicating that all sections of 
the country will be well represented 
in the entry lists, while every mail 
brings communications from school 
authorities and students eager for 


further information. 
$1,000 to Be Distributed 
The essay competition, for which 


ADVERTISING AGE has donated $1,000 
in cash prizes, plus two all-expense 
trips to the Advertising Federation 


pre ies and 


For, one thing they have in common. 
year, good times and bad, the New York Evening 
Journal has been, and now is, their newspaper. This 


of America convention in Boston 
June 28-July 2, is divided into two 
parts: 

One, limited to high school stu- 
dents, is for essays of not more than 
1,200 words on “How Advertising 
Helps the Consumer,” while the 
other, limited to college and univer- 
sity students, is for essays of not 
more than 1,500 words on “The Eco- 
nomic Value of Advertising.” 

Thirteen identical prizes will be 
given in each contest. First prize is 
$250 in cash, plus a trip to the A. 
F. A. meeting; second prize is $100 


in cash; third prize is $50 in cash; 
and the remaining prizes are $10 
each. / 


Anderson Joins Walsh 


K. G. Anderson has joined Walsh 
Advertising Co., Ltd., Windsor, Ont. 


New Hartford Agency 


Frederick E. Baker and Jesse R. 
Penfield have organized Frederick 
E. Baker, Inc., at 3 Lewis St., Hart- 
ford, Conn. Mr. Baker has been 
manager of the Hartford office of 
Wilson H,. Lee Co., New Haven, and 
Mr. Penfield has been advertising 
manager of Brown-Thompson, Hart- 
ford department store. 


Bars Gas to Drunks 


A city ordinance has been passed 
in Canton, O., prohibiting sale of 
gasoline or oil to intoxicated motor- 
ists. The ordinance provides penal- 
ties for attendants violating it. 


With “Junior League” 


Clay E. Forker has joined the 
sales department, Junior League 
Magazine, New York. 


SLAKE THE THIRSTS 


‘the luxuries that ALL of them 


like to eat and drink. 


Some few may be reached by other means, but there 
is only One Way to reach ALL of them. 


Year after 


group, these men and their wives and sisters, in 
more than 675.000 substantial homes, are THE 


JOURNAL PART OF NEW YORK. 


NEW YORK EVENING JOURNAL 


IN 675,000 


Chevvie Sign Senateal 

Dismissal of a bill in equity by 
Massachusetts Supreme Court 
brought by C. I. Brink Co., Boston, 
outdoor advertising concern, has re- 
sulted in an order forcing the con- 
cern to remove a large illuminated 
Chevrolet sign overlooking Boston 
Common. 


Utility Names Winn 

John J. Winn, Jr., has been ap- 
pointed supervisor of sales promo- 
tion of the Hartford, Conn., Gas 
Company. He was formerly super- 
visor of domestic gas sales promo- 
tion for the Baltimore Gas, Electric 
Light & Power Co., Baltimore, Md. 


Jones Branch Moves 
The New York office of Ralph H. 
Jones Co., Cincinnati agency, has 

been moved to 400 Madison Ave. 


HOMES 


the Jowrmal Fart of Vow York 


NLY one way to sell ALL of the food, the 


You, yourself, know that they form a group apart. 
For they prefer the Journal and no other New York 


paper is like the Journal. 


They like its way of presenting news; its comics; 


its photographic illustrations. 
feature writers are old friends. 
is their idea of a newspaper. 


To them, Journal 


In short, the Journal 


That is why they are loyal to it and to its adver- 


tisers. 


in Only One Way 


That is why their patronage can be secured 
. the Journal. 


Z Peete RS 
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hivcdtaa NEWSPAPER 


A HEARST 


NATIONALLY REPRESENTED BY HEARST INTERNATIONAL ADVERTISING 


SERVICE, 


RODNEY E. 


BOONE, GENERAL MANAGER 
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TWO MARKETING 
AGREEMENTS GET 
WALLACE’S 0. K. 


Washington, D. C., March 11.—Two 
marketing agreements, covering 
watermelons and vegetables, re: 
spectively, have been tentatively ap- 
proved by the Secretary of Agricul- 
ture and are being submitted to the 
industries for signature. 

That on fresh vegetables covers 
fresh lettuce, peas and cauliflower 
grown in Western Washington, and 
replaces the marketing agreement 
which has been in operation for two 
seasons. The new regulations were 
developed at the request of handlers 
and growers representing 90 per cent 
of the industry in that area. 


To Regulate Flow 


Major stipulations are limitation of 
total shipments by periods within 
the marketing season; limitation by 
grades or sizes; uniform grading 
and inspection; and establishment of 
an administrative body of 11 mem- 


bers, with a proration committee of 

3 members. 

Shipments will be limited “when- 
ever it appeared that supplies of 
lettuce, peas or cauliflower are ex- 
cessive so that market demands will 
not absorb them at prices which 
will give growers a reasonable re- 
turn, or when limitation of lower 
grades and sizes will not result in 
holding sufficient supplies off the 
market.” 

The new watermelon agreement, 
applying to growers in Florida, 


Georgia and North and South Caro- | 
lina, embodies principal provisions of 


an existing agreement, with three 
important changes. These provide 
for limitation of shipments by size 
as well as grade, inspection and cer- 


Mathus and Jamison, | 


to Research Bureau 


K. H. Mathus and J. H. Jamison 
have joined Life Insurance Sales 
Research Bureau. Mr. Mathus, | 
founder of the Life Advertisers’ As- | 
sociation, has been supervisor of | 
publications of Connecticut Life In.- | 
surance Co., Hartford, Conn. In the | 
Bureau, he will edit Managers’ Maga- | 
zine and the “Handbook of Agency | 
Management.” 

Mr. Jamison was formerly with 
Phoenix Mutual Life Insurance Co., 
Hartford. 


Form Hardware Chain | 
Home Hardware Stores have been 
incorporated in Louisville, Ky., by a) 
group of 35 hardware dealers. Aj} 


weekly campaign was_ launched | 
‘ ; March 6, with a full page in the| 
and increase of the control com-|7 jyisyiie  Herald-Post, featuring | 
mittee to 12 members, week-end specials handled  collect- 
Growers will discuss the program | jyely, 

and cast ballots at a series of meet- 
ings being held under auspices of the 
Department of Agriculture Extension 
Service. 


tification by accredited inspectors 


Appoints J . L. Nelson 


J. L. Nelson has been appointed | 
| general sales manager of Wolverine | 
Portland Cement Co., Coldwater, | 
Mich., succeeding the late Frank Cc. | 
Mooney. 


Gets Silver Boome 


Northrup Recognized 

Lorry Northrup, vice-president of | 
Charles Daniel Frey Co., Chicago, | 
has been appointed executive vice-| 
president of the agency. He was 
formerly with Batten, Barton, Dur-|has appointed Holden, Graham & 
stine & Osborn, Chicago. Clark, Inec., Detroit, as its agency. 


INGENUITY OBTAINS UNUSUAL EFFECT 


The lever and dial in this "Fortune" illustration for Standard Accident Insurance 

Co., Detroit, were carved from wood. An auto machine worker served as the 

Silver Dome Trailer Co., Detroit,| model. Chemicals were used to blend, wash out and highlight the negative of 

the photomontage, creating the dynamic atmosphere. C. E. Rickerd Advertising 
Agency handles the account. 


ee 
MOSES! & 


Just an “unposed” likeness of Mr. Average Advertising 

Executive. It was snapped as he received first proofs of some 

advertisements which had taken many weary hours to prepare. 
Ruined! 


Ruined, because the reproductions of the artwork and 
photographs of his product were no more like the originals 
than a hook is like a slice! 


Poor engravings —or rather, lack of knowledge, skill and 
care in their making — cause many a headache, and destroy 
the effectiveness of otherwise well prepared advertising and 
printed material. 


Every day more advertisers are experiencing the comfort 
of relying upon the Rogers Engraving Company for depend- 
able performance, whether for the usual or out-of-the- 
ordinary engraving “job”— black and white, or full color. 


ROGERS ENGRAVING COMPANY 


TWO THOUSAND AND ONE CALUMET AVENUE. e 


Master Craftsmen of Photo Engraving 
CHICAGO 


ADOLPH F. BUECHELE, President 


“Yes” Invades Market 


Scotch Products, Inc., New York, 
| plans to introduce a 12-ounce cola 
| drink, “Yes,” to retail at five cents. It 
| will be sold to soda fountains in sy- 
{rup form, to bottlers on a franchise 
basis and to homes in packages. 
Charles Wustlich, Jr., vice-president 
'and advertising manager, said trade 
papers, newspapers and direct mail 
will be used. No agency has been 
named. 


Radio Guide Creates 


Sales Organization 
Advertising in Radio Guide will be 
|sold direct by the publication, with 
appointment of John H. Hamilton as 
advertising director at the Eastern 
office, 19 West 44th St., New York. 

Jerome Pick is Western advertis- 
| ing manager in Chicago. 


—— ee 


Lea to Wathen 


J. Garland Lea has been appointed 
advertising director of John A. 
Wathen Distillery Co., Louisville, 
Ky., succeeding Roy Dempsey, who 
has joined Southern Dispenser, 
Louisville. Mr. Lea was formerly 
in the advertising department of the 
Louisville Herald-Post. 


Mooney to Washington 


C. R. Mooney has resigned as pub- 
licity director of the Kansas City, 
| Mo., Chamber of Commerce, effective 
| March 21, to take a similar post with 
| the National Aeronautic Association, 
| Washington, D. C. Frank Tallman 
ne succeed Mr. Mooney. 
| 


Arden Adds Fencing 


Fencing will be taught twice a 
week at the New York salon of Eliza- 
beth Arden in a course of private and 
class instruction by Joseph Fiems, 
Bryn Mawr’s professor of fencing. 


ARE 


“Skirts” 


your specialty? 


We don’t mean to get 
personal. We_ use 
“skirts” to designate 
the women’s’ wearing 
apparel field. Low cost 
consumer advertising on 
Newsprint, in actual 
colors, does a _ potent 
selling job for dresses, 
coats, suits, accessories. 
Our samples show you; 
our prices “blow you 
down”. 


Product of Cleveland 


SHOPPING NEWS 
CLEVELAND, OHI 


March 
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Central Airlines Active 


Central Airlines, Inc., Pittsburgh, 
serving Detroit, Cleveland, Akron, 


- . 
Union Oil Is 
Proud of Sales Pittsburgh and Washington, D. C., is 
using line newspapers for a campaign 
of New Cleaner featuring increased flying schedules 


and the lengthy experience of the 

company’s veteran pilots. Beaumont 
Los Angeles, Calif., March 12.—|& Hohman, Inc., is the agency. 

Though its Stop-Spot handy cleaner geen dai 

won first prize in the American Plan Women’s Show 
The Women’s Pageant of Prog- 

ress Exposition will be held at Navy 

Pier in Chicago April 18-26, under 


sponsorship of club women. Head- 
quarters are at 185 Wabash Ave. 


Woodington Moves 


Woodington Mail Advertising Serv- 
ice, Philadelphia, has moved to North 
American Bldg., occupying the entire 
16th floor. 


Huskies to B. & B. 


Benton & Bowles, Inc., New York, 
has been appointed for Huskies, a 
new whole wheat flake cereal of Gen- 
eral Foods. A newspaper test cam- 
paign is being conducted in the 
Southwest, featuring endorsements 
of athletes. 


Doerr in Radio 


William Doerr, Jr., has become 
vice-president and general manager 
of station WEBR, Buffalo, N. Y. He 
has been active in the Buffalo real 
estate and sales field. 


Wallace Joins Agency 

Bruce Wallace has joined the copy 
staff of Ford, Brown & Mathews, Chi- 
cago. He was formerly with Chicago 
Mail Order Company. 


Uses “Transparent” Idea 


The “translucency of paper” idea 
was utilized in the Kansas City Jour- 
nal-Post March 8 in a Cities Service 
advertisement. Below “Warning to 
Every Motorist,” a blank space was 
shown. When held to the light, the 
words “Don’t take chances with car- 
bon monoxide gas,” appeared on the 
other side. 


New Stein Contest 


A. Stein & Co., Chicago, Paris prod- 
ucts, are sponsoring a window dis- 
play contest during National Dis- 
play Week, April 1-6. 


Agency of Auto Club 


Albert Frank-Guenther Law, Inc., 
New York, has been retained by the 
Automobile Club of New York. New 
York State newspapers will be used. 


Standard Sanitary 
Opens New Campaign 


A new campaign on Standard Sani- 
tary plumbing fixtures and Neo-Angle 
baths will start March 16 in newspa- 
pers of 325 cities. Fifteen business 
papers are being used. 

Blaker Advertising Agency is in 
charge. 


Has New Rate 


Country Gentleman has announced 
a new advertising date of $7.20 a line, 
effective with the October issue, and 
based on 1,500,000 net paid. 


Glass Show in Brooklyn 

The 1936 Exhibition of American 
Glass Industries will be held at the 
Brooklyn Museum March 21 to 
April 19. 


WHY DID THEY USE 
WORLD TRANSCRIPTIONS? 


— 
£0) eel atS S. 


aa oe 


attRistin Acted’ ‘etic eh bene « 


Management Association’s contest 
for “most effective use of two or 
more packaging materials in one 
package,” Union Oil Company of 
California, the owner, believes it 
would also have qualified under the 
| heading, “Most effective package for 
selling a product good enough to 
take care of repeat orders itself.” 

Within less than a month after 
announcing the cleaner Union re- 
ported a sell-out of 100,000 units. 
The product, designed to clean fast 
and dry fast, was put up in a special 
fountain-top applicator package sup- 
plied by Double Duty Products, 
Inc., of Cleveland, which arranged 
for the bottle with Brockway Glass 
Company. 

This cellophane-covered glass con- 
tainer in opaque black with black 
and scarlet label on silver foil and 
a brilliant red slip-on top, gave the 
cleaner considerable eye appeal. 


cacsatieh.d 


Enthusing the Trade 


A three-point merchandising plan 
put the new product over. A 10 per 
cent discount was given dealers for 
counter and window displays; a 
consumer-dealer slogan contest was 
inaugurated with duplicate prizes 
for dealers; and the manufacturer 
offered a prize to the district man- 
ager whose territory showed the 
highest percentage of distribution. 

Combination of product, package 
and merchandising program _re- 
sulted in almost 100 per cent re- 
orders during the first three weeks, 
although other cleaners were avail- 
able for about one-third of the price. 


Cooper Promoted 


W. A. Cooper, advertising manager 
of Renown Stove Co., Owosso, Mich., 
has been appointed vice-president in 


a of advertising and merchan- 
ising. 


“Pages” f 
that SELLe 


Four pages—one sheet 
of sturdy bond paper 
“FOUR PAGES’ —covering 11 major 
Fs i headings about radio, 
Reg. U. S. Pat. Off. newspapers, farm, 
trade or genegal maga- 
tunes (regional or national) —now help pu ts and 
casters to self more space or time, Putnish infor- 
mation this modern way, Agenctes also use AMA 
forms as oe at + «Send for samyptes today, 


©n your letterhead. No obligation te bup. 


ADVERTISING MEDIUM ANALYSIS 
$00 Sansome Street San Pranciseo 


—— 
— 


IT’S FUNNY 


how funny 
pictures 
_ sell goods! 


morous drawings for advertising, 
“omc strip ads, sales promotion con- 
‘sts and house organs prepared to 
racer, Let us submit sketches. 


LEW MERRELL SERVICE 
30 N. Dearbon St., Chicago 


Because, for any other method: 


This 


campaign 


HEN Chevrolet Dealers decided to go on the 

air, the size and extent of the proposed cam- 
paign presented a problem. Coverage demands 
of ten thousand dealers, an effective uniform- 
quality program on each of 300 stations—these 
meant a job too big for any method except World 
transcriptions. 

But World could provide that program, and 387 
radio stations offered the coverage. “Musical 
Moments” was the result, sponsored by Chevrolet 
Dealers, placed by Campbell-Ewald, produced 
and recorded by World Broadcasting System. 

It is radio’s greatest advertising campaign, with 
nearly four times as many stations as the largest 
network. It is now in its third renewal on 387 sta- 
tions, at least one in every market where Chevro- 
let Dealers desired coverage. 

Only through World was such an extensive ef- 
fort possible and practical. 


This 
campaign 
was “too small” 


HEN Procter & Gamble decided to introduce 

Drene, a new product, they naturally wanted 
to test first in individual markets. Radio was a 
proven medium, but what acceptable method 
could afford them opportunity to proceed slowly, 
carefully? 

The answer was World transcriptions. First, 
one-minute announcements on one station. Then 
Drene gradually increased coverage to five care- 
fully chosen markets, increased program to a 15- 
minute musical show transcribed by World. The 
process was selective to the n™ degree. 

As program and product proved successful, the 
station list was increased, the contract was re- 
cently renewed for a second thirteen weeks, and 
the systematic testing continues, as Procter & 
Gamble widen their distribution. 

Only through World was such a careful test 
economical and effective. 


These are the brief case histories of two of World’s 100 national clients for 1935. There are World advertisers 
using one, or 6, or 25, or 60, or 100 stations! Does this give you an idea? Doesn't it say—there are no limitations 


to the successful use of radio. 


You're not too big for radio advertising with World transcriptions! And you're not too small. No matter what 
your problem is, selective broadcasting should offer a solution. And World offers you Selective Broadcasting at 


its best! 


WORLD BROADCASTING SYSTEM, INC. 


711 FIFTH AVENUE, NEW YORK, N. Y. 


Other offices and recording studios at: 400 West Madison Street. Chicago, Ill.; 555 South Flower St., Los Angeles, 
Calif. Offices also at 320 Mortgage Guarantee Bldg., Atlanta, Georgia, and 1050 Howard Street. San Francisco, 


Calif. 


Sound Studios of New York. Inc. (Subsidiary of World Broadcasting System.) Western Electric Licensee. 


“Sound Recording for SOUND Radio Advertising’’ 
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March 16, 1936 


Our Group gained 833,000 
total net paid circulation for 
the five Publisher’s State- 
ment periods ending De- 
cember 31, 1935. 


Net paid for the February 
1936 issue is estimated at 
2,499,000 . . . a bonus of 
half-million over the cur- 
rent guarantee. 


Doubly significant because 
these enormous increases 
are 100% healthy increases, 
built with the same five 
magazines! 


True Remances 
Love & Romance . 
Movie Mirror 


* True Experiences 
Radio Mirror 


The Original True Romances Group 


Getting Personal 


Sartorial competition has flamed anew at Getchell’s, New York, 
where Bill Carver is faced with a new rival, Ed Scovill, for the title of 
best dressed man. Ed scored high recently by appearing in a striped 
shirt and striped tie so adjusted that the colors and patterns registered 
perfectly. ... 


Confident that they would find 
June in Florida, George A. Linde- 
meyer, of Illustrators, Inc., New 
York, and Anita Blauvelt Schmidt, 
Greenwich, took their vows re- 
cently at the First Congregational 
Church, Old Greenwich, and 
headed South. . . Sherman K. 
Ellis also is Southward bent, but 


doesn’t plan to stop until he 

reaches South America. . ~ "4 
William C. Young, who has ¢ 7 
joined McGraw-Hill’s Aviation, 


made his first flight at the age of 
16 and as a representative of 
Goodyear, took the Government’s 
order for the dirigibles “Akron” 
and “Macon.” . 


Sales Manager Walter J. Neff 
and Senior Salesman William O. 
Rogow were presented with desk : 
clocks and cigarette humidors at 4 
a farewell dinner tendered by the NOT BYRD — Though ‘twas 12 below 
management of WOR in Hotel h thi ict ee 

“ . Kun “ a when is picrure was snappe ‘ e 
Waldorf-Astoria’s Carpenter suite. scene is Schewangunk Mountains, and 
Their resignations were effective the victim, David M. Davies, a. m. of 
March 7. Howard Black, Seagram-Distillers Corp. He is wearing 
Time advertising manager, sailed a mink cap made from animals trapped 
with Mrs. Black March 7 on the’ in Canada on his jaunt there in 1907. 
Champlain for six weeks in Eng- 
land and Ireland just three days before Dorothy Hoover of the art de- 
partment of Fortune, returned from a gay whirl in Paris. . . 


D. E. Detweiler, Flintkote Company, is getting new zest out of life 
as a result of winning Allen-Hall’s February trade-mark guessing con- 
test. James E. Wilson, Cheltenham Advertising, crossed the finish line 
21 hours later with his perfect entry, while D. J Gorman, Kelley, Nason 
& Roosevelt, Inc., pulled up third some five hours later. . 


Advertising men who last week saw their confrere, Francois J. 
Leiss, Topping & Lloyd, Inc., posed on a Madison avenue curb last 
week apparently about to leap into the jaws of oncoming traffic may 
be relieved to know that the effect was produced by baggy knees, and 
the baggy knees not by inattention to his wardrobe, but repeated 
stairway trips to his office during the elevator strike. . . E. B. “Hawk” 
Harshaw, New York manager, MacLean’s, Toronto, is out of circulation 
for a few weeks as a result of a broken ankle. . . 


When David Smart was arrested for speeding, he told the coppers 
that he was hurrying to report a burning automobile in Lincoln Park. 
The minions of the law laughed raucously, but Judge Gutknecht later 
discharged the publisher of Esquire. This department has not been able 
to discover what became of the burning car... . 


R. H. Hobbs, export manager for Enoch Morgan’s Sons, will sail 
for South America, March 28, in the interest of Sapolio. Louis 
Munro, of Doremus & Co., Boston, is no longer a bachelor. For reasons 
known only to himself, he picked Feb. 22 for his plunge into the matri- 
monial whirlpool. . . 


W. J. Cameron, public relations director for Ford Motor Co., is 
perhaps the world’s most popular orator. His talks on the Ford Sunday 
Evening Hour have pulled 5,150,000 requests for copies. . 


Kenneth Goode, whose talk on “Streamlined Selling” is being enjoyed 
by advertising clubs, has signed a contract with Harper’s for a book on 
“How to Make Radio Pay.” . . . The stay-at-homes have the last laugh, 
as far as Henry Woods, Jr., of McCann-Erickson, New York, is con- 
cerned. He hurried back from Florida just in time to keep an appoint- 
ment with a flu germ. 


Cecily, daughter of the Walter Dorwin Teagues, of design fame, was 
wed last week to Richard Hartwell Crowe, who was formerly with the 
League of Nations and now is assistant state administrator of relief 
in Pennsylvania. ... Col. Willard Chevalier, McGraw-Hill vice-president, 
will be one of the speakers at the 70th anniversary celebration March 
20 of the founding of engineering courses at Lafayette College. 

Sid Hydeman, art director of Redbook, should get rich if his public can 
dig up the price of his new volume (Harper’s), “How to Illustrate for 
Money.” 


That’s quite a grown-up agency over which Roger Wensley presides 
in New York. It was 20 years old Friday, March 13, when friends dared 
tradition in favor of a party at the New York Athletic Club. . . Past 
chief criers of the Rhode Island advertising organization were awarded 
jeweled lapel buttons at the club’s 26th birthday party, the parade 
being led by Frederick W. Alfred. . . 


Eddie Dunlop is probably the best advertising bowler in the country, 
his score in a crucial game which brought home the bacon for the 
Greater Buffalo Advertising Club being a mere 269. . . Gov. Frank F. 
Merriam, of California, is a past-president of the Advertising Club of 
Long Beach. . . The stork alighted on the home of Owens V. Dresden, 
manager of KHJ, Los Angeles, depositing an attractive miss of seven 
pounds... 


That spring breeze that lifts the spirits and causes the heart to 
hammer set several trains of events in motion. Morris Mudge, of the 
Western office of Conde Nast, married Mrs. Constance Bliss in Kansas 
City. . . A. G. C. Atwater, vice-president, Wm. Wrigley, Jr., Co., made 
promises to Dorothy Lee, of the movies. . . Bob Finn, who is learning 
space selling under the tutelage of Jack Lutz, is now a veteran married 
man of a month or two, living with his bride in a cottage in the shade 
of the ancestral mansion occupied by Joe Finn, of Reincke-Ellis-Young- 
green & Finn... On the other hand, John Groth, art director for Esquire, 
has wed Alexandra Markoff, who won fame witi the recently published 
“Life of Pushkin.” United in Chicago, the couple flew to their nest in 
New York immediately after the ceremony. . . 


GEM PICTURES 
AUTOMATIC SHAVE 


New York, March 11.—‘Effortless 
shaving” is promised users of Gem 
razors and blades in a new magazine 
campaign being released by Amer- 
ican Safety Razor Corporation. Un- 
usual illustrative technique showing 
a man lolling before a _ fire-place, 
while a white line drawing of a man 
shaving is super-imposed, is used in 
the first insertion. 

Subsequent insertions will show 
other examples of complete relaxa- 


tion while removing the _ daily 
growth. 
Simultaneous newspaper _inser- 


tions, 2 columns by 50 lines, are of 
the short dramatic variety, contain- 
ing one sentence in bold display, 
such as “It’s Keener! You’re cleaner! 
Get next to Gem,” and “Your chin 
says ‘nicks!’ to all but Gem Blades.” 

Copy is scheduled for American 
Magazine, Collier’s, Liberty and Sat- 
urday Evening Post. Federal Adver- 
tising agency is in charge. 


Women’s Group Sponsors 


National Radio Poll 


Classifications have been changed 
and the number of awards for the 
best sponsored programs increased 
from four to five in a poll of the 
Women’s National Radio Committee 
designed to encourage broadcasters 
and advertisers to exercise more or- 
iginality and adopt higher standards 
in program creation. 

Last years awards were given to 
the two best sustaining and two best 
sponsored programs. This year, se- 
lection will be by popular vote and 
awards will be divided between seri- 
ous music, light music, non-musical, 
educational and children programs. 

Five thousand ballots have been 
sent to key people throughout the 
country, most of whom are with 27 
women’s organizations codperating 
with the committee. Balloting will 
close April 15. Presentations will be 
made at a luncheon, Hotel Astor, 
New York, April 22. 


Bans Highway Signs 


The County Board of Revenue, Mo- 
bile, Ala., has ordered all advertising 
signs removed from county high- 
ways. The action also prohibits fu- 
ture erection of signs on posts, trees 
or other highway locations. 


Honeycutt Promoted 


J. V. Honeycutt has been appointed 
assistant vice-president in charge of 
sales, Bethlehem Steel Co., Bethle- 
hem, Pa. He has been assistant gen- 
eral manager of sales. 


Jacobs Adds Two 


Jacobs List, Inc., has been ap- 
pointed national representative of 
The Register, national Catholic 
weekly, and of The Bulletin, Catholic 
laymen’s monthly. 


Grey Odds Facilities 


Grey Advertising Agency, New 
York, has taken additional space on 
the ninth floor of the Greeley Arcade 
Bldg., 128 W. 31st St. 


Connor Joins Agency 


Barry Connor has joined Griswold- 
Eshleman Co., Cleveland, as assistant 
account executive. He was formerly 
with Halle Bros., Cleveland depart- 
ment store. 


Industrial Bank to M. P. 


Modern Industrial Bank of New 
York, with six metropolitan offices, 
has named Marschalk & Pratt, Inc. 
Radio and newspapers will be used. 


Strikers Picketing 
Retail Advertisers 
in Wisconsin News | 


Milwaukee, Wis., March 11~ 
Changing their placards to conform 
with an “injunction” issued by g4 
circuit court, members of the Mj}. 
waukee Newspaper Guild are picket. 
ing stores of retail advertisers in the 
Wisconsin News. National adver 
tisers are exempt only because they 
are not situated in the Milwaukee 
area, the strikers freely admit. 

The signs displayed urge the pub 
lic not to patronize stores in front 
of which the strikers maintain pa 
trols. 

The Newspaper Guild is composed 
of editorial workers of the Wiscon 
sin News and other newspapers, but 
only those employed by the News are 
involved. When the strike was 
called the newspaper management 
repaired to the court in an effort to 
protect its advertisers from embar. 
rassment and possible loss of busi. 
ness. 

Judge Charles L. Aarons granted 
what was said to be a “permanent 
injunction,” explaining, however, 
that under the law strikers have the 
right to walk up and down the 
streets “advertising the facts of the 
strike” in a peaceful manner. 


The workers immediately altered! 


the wording on their signs and con 
tinued to pace the pavements in 


front of the stores which bestow) 


their patronage on the News. 


New York Students f 
Receive Club’s Awards 


Miss Helen Klovrza, secretary in 
the direct mail division of Reuben H. 
Donnelley Corp., New York, was 
awarded the President’s gold medal 
for a thesis submitted at the conclu- 
sion of the annual advertising and 
selling course of the Advertising Club 
of New York. 

Charles Roberts Pope, formerly 
with National City Bank, New York, 
won the silver medal. 
Shingle-Gibbs Corp., won the bronze. 

Honorable mentions went to Cath. 
erine Cohen; Everett Gellert, Homo 
vies Publishing Co.; A. A. Granovsky, 
Regent Shops, Inc., and W. McK. 
Lightbowne, Cleveland B. Chase Co 


Levi Continues as 
S. N. P. A. President 


Louisville, Ky., March 13.—Despite 
his forthcoming transfer to Chicago 
as publisher of the Herald and Er 
aminer, Emanuel Levi will continue 
as president, Southern Newspaper 
Publishers Association, until the an 
nual meeting May 18. 

He made this statement in re 
sponse to the association’s invitation 
to complete his term. 


Newspapers Get New 


Hiram Walker Campaign} 


Hiram Walker & Sons will use 
newspapers for a schedule to be re 
leased on Royal Oak, De _ Luxe 
straight Bourbon and Canadian Club 
whiskies. Advertisements in poster 
style, with a minimum of copy, will 
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Currie Transfers 


William F. Currie has joined Gale 
& Pietsch, Inc., Chicago, as account! 
executive. He was formerly with L. 
G. Maison, Inc. 


Reincke-Ellis Named 


Santa Fe Trails System, Wichita, 
Kans., bus operator, has appointed 
Reincke-Ellis-Younggreen & Fint, 
Chicago. 


—— 
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THE UNITED 
AND ASSOCIATED COMPANIES 
Atlantic Lithographic & Printing Co. 


The Erie Lithographing & Printing Co. 


The Theo. A. Schmidt Lithographing Co. 


DIFFERENT TYPES OF 
MERCHANDISING AND 
POINT-OF-SALE HELPS 


STATES PRINTING 
& LITHOGRAPHICO. 


The American Lithographic Co. inc. 
“Colorgraphic’” Advertising 

Ine. 
“Tlustra-color’’ Advertising 

The Donaldson Lithographing Co. 

Palmer Advertising Service, Inc. 

W. F. Powers Company 
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INE JOB DONE. 
ELOTEX MOVES 
INTO 2ND PHASE 


Chicago, March 12.—For the first 
time since 1929, The Celotex Corpo- 
ration, largest manufacturer of build- 
ing insulation and sound control ma- 
rerial, this year will focus the major 
part of its advertising on builders of 
new homes. 

The shift of emphasis from home 
remodeling and modernizing to new 
construction is due to the belief of 
B. G. Dahlberg, president, and Har- 
old Knapp, general sales manager, 
that 1935’s rapid gains in new home 
onstruction will continue this year 
and for some time to come. 

Celotex will embark on a wide 
ispread advertising campaign to con- 
sumers and the trade in April issues 
of magazines and business publica- 
tions. The new drive will be con- 
‘ducted through October. 

The 1936 program utilizes a longer 
list of publications and more space 
than has been scheduled in many 
ears. The 1936 appropriation for ad 
ertising is approximately double 
“that of last year, LeRoy Staunton, 
‘Advertising manager, told ADVERTIS- 
no AGE. 


Has Gained Acceptance 


“This year’s program,” he said, 


}ditfers widely from the million-dol- 


\ ar campaigns that Celotex ran in 


he twenties. Those campaigns sold 
he building industry and the public 
n the value of home insulation. Now 
Hhat building insulation is accepted 
s a necessity, we can devote our 
fforts to Celotex alone. 

“Of course, we will do our part to 
promote home building as heretofore. 
We will also devote more effort to 

he farm market and will continue to 

se considerable space for promotion 


of Celotex for remodeling and in- 
terior decoration of stores and 
homes.” 

In Mr. Staunton’s opinion the farm 
market is “coming ahead in great 
shape.” He emphasized the fact that 
Celotex products, while possibly more 
definitely associated with homes and 
factories are widely used on the 
farm. 

“Celotex is used for construction 
of brooder houses, pig houses, and 
other farm buildings,” he pointed 
out. “Keep the cow warm, and she’ll 
eat less food, and produce more milk 
at less cost.” 

Newspaper mats and considerable 
other promotion material will be fur- 
nished to the company’s outlets, 
chiefly lumber dealers. 

The Celotex list of magazines in- 


cludes American Home, Better Homes 
and Gardens, Forbes, Field and 
Stream, Good Housekeeping, House 
é& Garden, House Beautiful, Outdoor 
Life, The Saturday Evening Post, 
Sunset Magazine and Time.. The 
farm schedule is made up of Breed- 
er’s Gazette, California Citrograph, 
Country Gentleman, Farm and 
Ranch, Hoard’s Dairyman, Poultry 
Tribune, and Successful Farming. 


Many Business Papers 


In addition, the company will use 
about 45 business papers in the ar- 
chitectural, industrial, lumber, school, 
hospital, real estate, and other fields, 
and the Wall Street Journal to keep 
financial interests apprised of its 
progress. 


General Electric to 
Air Dealer Meeting 


General Electric Company will 
hold a nation-wide dealer meeting 
March 30, at 11 a. m., EST, over 60 
stations of National Broadcasting 
Company. 

The program will originate in New 
York, where Gerard Swope and other 
General Electric officials will speak 
before 1,300 assembled dealers. 


Picot Gives Maxon 
Larger Foreign List 


Picot Laboratories, Wilmington, 
Del., have appointed Maxon, Ince., 
New York, for advertising of Picot 
Grape Salts in Cuba, Costa Rica, Pan- 
ama and Peru. 

Maxon has handled advertising in 


Chicago Bank Has 
New Checking Plan 


District National Bank of Chicago 
is using 100-line space in evening 
newspapers to promote its new check- 
ing account service. 

No minimum balance is required 
and the monthly service charge is 
eliminated, a small charge being 
made for withdrawals and deposits. 
Bozell & Jacobs, Inc., Chicago, is the 
agency. 


Briggs Enters Canada 

F. L. Argue Company, Ltd., To- 
ronto, has been appointed Canadian 
distributor for the plumbing ware di- 
vision of Briggs Mfg. Co., Detroit. 
Aggressive development of the Can- 
adian market for the company’s new 
line of formed metal plumbing is 


$ 
INVEST h. 


—BUY SALES 
SHOWMANSHIP 


ONCE you know Rap- 
id's Giant Prints 
you are a confirmed user 
—they help so much and 


cost so little. Use them 

for instructing sales groups, for im- 
pressive sales demonstrations, for 
booth and wall decoration, and 
window display—or think of a way 
for YOU to use them, putting big- 
} ness and modern smash into your 
sales and ad work. There's no 
better, less expensive way than with 
giant prints, and no finer giant 
prints than Rapid's Cleartones. Let 
us prove that, and suggest ideas. 
Mail orders our specialty. 


GIANT PRINTS 
’STATS 


RAPID 


COPY SERVICE CO. 


§ BRANCHES: NEW YORK, 415 Lexing- 

ton, 444 Madison, VAnderbilt 3- 3680. 

CLEVELAND, Union Trust Bldg.» 

Main 9335 @ CHICAGO, 110 So. Dear- 

torn, 228 No. La Salle, 360 No. Michigan 
Ave., STAte 5977. 


oe 


the Philippines and Hawaii. 


planned. 


[GOD BLESS 


VERY business man with something 
to sell knows the value of winning the 


women. Knows that women spend or 
influence spending for 85 percent of all mer- 
chandise. 


Every editor and publisher knows this, too. 
But the Washington Herald is perhaps the 
only great metropolitan daily of which the 
editor and publisher actually is a woman. She 
is Eleanor Medill Patterson. 


Editor Patterson knows women and under- 
stands their point of view. She knows how to 
. and 
she has done so. For the Washington Herald 


has admittedly won outstanding woman- 


edit a paper that will appeal to them . 


acceptance in Washington. 


For instance the Washington Herald organ- 
ized a Herald Homemakers’ Club and 26,000 


108,000 families morning 


187,000 


every 


families every Sunday 


PAUL BLOCK AND ASSOCIATES 
National Advertising Representatives 


MW WLEVI 


"EM] 


women signed on the dotted line and are now 
members in good standing. Fifty-three thou- 
sand women in 1935 spent $10,000 of their own 
money for car-fare, postage and telephone calls 
to consult the Herald Homemakers’ Depart- 
ment. ‘This is concrete evidence that Editor 
Patterson knows what women want and gives 
it to them. 


realize she knows and are responsive. 


It is evidence, too, that the women 


Advertisers are discovering that the best way 
to reach the women of Washington is through 
the paper they like best. They are discovering 
that the best time to sell them is in the morning 
when buying decisions are being made. 


Their discovery is one reason for the fact that 
the Washington Herald gained more lines of 
advertising in 1935 than any Washington 
newspaper. 


the Nerald Half of Washington 


THE WASHINGTON HERALD 


New York @ Boston @ Philadelphia @ Chicago 
Detroit @ Cincinnati @ Los Angeles @ San Francisco 
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MARCH LINEAGE 
IN MAGAZINES 
111% ABOVE '35 


Chicago, March 12.—Advertising 
lineage in national magazines for 
March is approximately 7.1 per cent 
above that of March, 1935, ADVERTIS- 
ING AGE’s analysis of lineage carried 
by National Advertising Records re 
veals. 

Ninety-seven magazines measured 
by National Advertising Records 
carried 1,627,761 lines of advertising 
this month, against 1,519,374 in 
March, 1935, a gain of 108,387 lines. 

Seven standard publications meas- 
ured ran 44,353 lines this month, 
against 50,755 lines in March of 1935, 
a drop of 6,402 lines, or about 12.6 
per cent. 

A total of 592,212 lines was carried 
by 36 publications in the general 
classification as compared with 536,- 
143 in March last year, a gain of 
56,069 lines, or about 10.5 per cent. 

Eighteen individual women’s mag: 
azines ran 576,764 lines this month, 


and 570,800 last year, a gain of 5,964 
lines, or 1 per cent. 


Groups in Big Gain 


The four groups of women’s mag- 
azines showed a gain of about 16.2 
per cent. Their lineage aggregated 
279,859, an increase of 39,510 over 
the 240,349 lines carried a year ago. 


Nine outdoor publications carried 
98,222 lines of advertising this 
month, against 83,553 lines a year 
ago, a gain of 14,669 lines, or 16.9 
per cent. 


Nine mail order publications ran 
36,351 lines of advertising this 
month, compared with 37,774 a year 
ago, a loss of 1,423 lines, or about 3.8 
per cent. 

Among weeklies and semi-month- 
lies, for which February figures are 
the latest available, 12 publications 
carried 724,006 lines in February, 
against 584,538 a year ago, a gain of 
139,468 lines, or about 23.8 per cent. 

Individual figures for each of the 
publications measured are given in 
the following tabulation: 


March Advertising Lineage in 


National Magazines 
Standard 1936 1935 
American Mercury 3,451 2,669 
Atlantic Monthly ...... 9,526 12,987 
Current History 2,216 2,624 
Forum & Century .... 5,212 7,755 
Harper's Magazine 10,585 7,705 


ing Federation of 


college students. 


barred. The hig 


learning. 


of entries from 


friends of adver 


both contests ar 


$1,000 


in cash 


and two all-expense trips to the 


annual convention of the Advertis- 


offered inthe ADVERTISING AGE 


essay contests for high schools and 


Sons and daughters, friends and 


relatives of advertising men are not 


open to all day students in secondary 
schools; the college contest is open 
to all undergraduate students (day 
and evening) in colleges, universities 


and other institutions of higher 


Let’sthave a good representation 


Folders giving complete details of 


quest to the Contest Secretary, 100 
E. Ohio St., Chicago. 


America are being 


h scool contest is 


the families and 


tising executives. 


e available on re- 


1936 1935 
Review of Reviews... 8,741 8,863 
are re er ee rere 4,622 8,152 
Total Greup «...«.+% 44,353 50,755 
General 
PO occ ae hahaa 21,491 20,441 
American Boy ......... 7,710 6,685 
American Home ...... 34,654 23,507 
American Legion ...... 5,019 4,925 
Arts & Decoration.... 8,379 7,196 
ere a Ne ial a 2,736 2,864 
Better Homes & Gardens 24,315 19,199 
er Bee cc aaaxGge wes 9,613 8,827 
Cee Bee cviceaseseees 2,265 4,830 
Christian Herald ...... 9,274 10,982 
College Humor ..... 2,465 noissue 


Cosmopolitan ..cccccves 24,071 27,202 
Country Life ......e:- 25,243 21,882 
NY ol oan sate end aie S028 sacen 
RS eo co anata mee werd 40,552 27,473 
Ee ee eae 76,314 68,809 
Graduate Group ....... 5,351 2,787 
House & Garden ....... 29,433 28,110 


House Jeautiful (com- 


bined with Home & 

re err eee 28,869 20,233 
SMUPOCIOE ccckxcesawens 17,155 16,971 
RN AN 6 g e i orak io anh a! ii ce 4,403 6,512 
7 SES ry rire ey eee 6,715 9,363 
1Modern Mechanix and 

SVORCIOOE bdwasccses 13,180 11,917 
National Geographic 10,280 6,769 
Nation’s Business ..... 19,337 18,200 
Open Road for Boys... 3,979 3,563 
Physical Culture ...... 11,225 11,964 
Popular Mechanics .... 19,970 17,586 
Popular Science Monthly 16,522 15,310 
UE. c b2c Gtk kee KE 15,942 17,338 
Scientific American 2,706 2,019 
‘Sports Illustrated and 

American Golfer ..... 2,365 7,513 
BPOTtaMGn ..ccvcevsces 15,526 11,914 
rere eat ee 21,588 20,720 
OD ne ac oa oan ake qomiees eh cP | wre 
Startling Detective Ad- 

WOREUTOR 6s cess chs els 3,435 4,653 
Town & Country ...... 40,751 33,182 
SRA re ee 7,846 10,847 
True _ Detective Mys- 

SPORE Figen btieh dee aed 3,998 2,850 

ZOtal GFOUP .é or esie 617,771 536,143 

Women’s 
ae eee 8,597 15,080 
Farmer’s Wife ........ 15,233 12,569 
Good Housekeeping .... 53,399 54,779 
Harper's Bazaar ....... 79,562 73,176 
PEER 5 iwavorn owns 16,065 11,366 
Home Arts Needlecraft. 7,364 6,572 
Household Magazine .. 16,302 15,170 
Junior League Magazine 9,458 10,611 
Ladies’ Home Journal... 55,591 50,032 
PM a ovkb case ware 47,287 46,670 
Parent's Magazine 18,429 18,255 
gL en 10,869 10,920 
Pictorial Review ....... 22,860 22,600 
Serr er ores 14,961 14,071 
Ome OES sci scceeees 25,254 26,314 
“Vogue incorporating 

Werner Fee sisewews 113,083 123,694 
Woman’s Home Com- 

ee re eee er oe 51,629 49,980 
Woman's World ... 10,821 8,941 

TOtAl Group 2. 6scsss 576,764 570,800 

Women’s Groups 
Fawcett Women’s Group: 

Hollywood Magazine.. 16,098 13,819 

1Motion Picture Unit. 16,949 10,662 

1Movie Classic ...... 15,980 10,662 

Screen Book ........ 15,939 14,159 

Romantic Movie 

RA ee 13,181 3,855 

*Romantic Stories 18,034 11,515 

Screen Play Magazine 15,804 13,663 

True Confessions .... 13,373 12,860 
Macfadden Women’s Group: 

1True Romances 17,972 14,659 

Movie Mirror ........ 17,762 15,246 

Love & Romance 17,391 14,151 

1Radio Mirror ........ 16,109 13,023 

True Experiences .... 17,371 14,117 
Modern Magazines: 

Modern Screen ...... 17,0387 18,626 

Modern Romances ... 15,272 18,094 

Po ne 15,102 17,855 
Screenland Unit: 

Screenland ...... 12,776 11,840 

Silver Screen 12,709 11,543 


Total Group .... .. 279,859 240,349 


Outdoor 


American Rifleman ..... 9,921 8,030 
Field and Stream ...... 18,247 14,573 
fur-Fish-Game ........ 6,186 6,329 
Hunter-Trader-Trapper.. 6,157 6,962 
Hunting and Fishing.. 11,308 9,711 
National Sportsman .... 11,543 11,213 
PUN R IR UIE  seiein-u 5-0 5455 0 30 6,566 5,299 
Outdoor Life 13,694 11,670 
Sports Afield 14,600 9,766 


Total Group 98,222 83,553 

Mail Order 
NR a en 4 ok Mae oe 7,918 7,344 
Gentlewoman 4,335 5,517 
Good Stories .. 4,360 4,847 
EOMG TIPCI® 2c xxv cae 3,708 4,804 
Home Priend......scces 3,760 4,201 
Illustrated Mechanics 4,136 3,042 
MEU, Sb 5.068 Site eas 5 Ae 1,292 1,571 
Mother’s-Home Life 4,975 4,576 
PPRCNNNGGE - 6-64.00 08 3 060 12,381 10,045 
Sovereign Visitor ..... 1,867 1,872 

POUGs SHOUD kas 6s esc 48,732 47,819 


February Advertising Lineage 
in Magazines 


Weeklies and *Semi-Monthlies 


The American Weekly... 67,568 62,660 
Business Week ........ 41,016 22,119 
oo gt ———— -100,000 68,024 
*lForbes 12,828 9,748 
eee ae ahé pwn vA 27,887 25,377 
EGUOEEN Ksicaewe x 23,392 22,556 
Literary Digest 29,731 26,313 
News-Week ......s.cec% 30,511 14,685 
MOW YOrmer icc. -»« $2,201 $0,180 
Saturday Evening Post.158,699 128,767 
PREM WOO. 6 sb. a.0:84:5K. 0% ty ae 
‘United States News .. 47,903 38,761 
| AFSC ire ee ee ee eee 102,262 85,398 

Total Group .735,363 584,538 


iFigures supplied by publisher. 

2Merger became effective with March, 
1936, issue. Figure for March, 1935, is 
the total of Vogue’s lineage, 107,166, 
and Vanity Fair's lineage, 16,528. 

*Combined with Radioland, begin- 
ning with the July, 1935, issue. 

‘Beginning with the February issue, 
Sports Illustrated and American Golfer 
were combined. 1935 figure is for 
American Golfer. 

®"No back year figure. 

*February figure. 


Sunday Sales Units 
Merged by ‘Mirror’ 


Charles McCabe, recently ap- 
pointed publisher of New York Mir- 
ror, succeeding A. J. Kobler, has 
merged Sunday magazine and Sun- 
day comic sales offices with the na- 
tional advertising department, under 
direction of Walter Rompel. The lat- 
ter is succeeded as advertising di- 
rector by Jay Egan, Jr., transferred 
from the Hearst general offices. 

The change apparently ends Mr. 
Kobler’s rumored plans to syndicate 
the Mirror magazine section. Mr. Mc- 


Cabe came from Denver, where he 
was a_ successful newspaper pub- 
lisher. 


Cadillac Launches 
Spring Campaign 
Cadillac Motor Car Co., Detroit, is 
launching a national newspaper cam- 
paign, to be followed by poster and 
direct mail programs, also of na- 
tional scope. Equal emphasis will be 
placed on Cadillac, Cadillac-Fleet- 
wood and LaSalle. These activities 
supplement the current magazine 
schedule, which will continue 
through spring months. 
MacManus, John & Adams, 


Inc., 
Detroit, is the agency. 


Mart Inaugurates 


“Idea Trading Post” 


The Merchandise Mart, Chicago, 
has inaugurated the “Idea Trading 
Post,” headed by J. Roy Ozanne, 
president of Continental Marketing 
Corp., and former sales promotion 
manager of Carson, Pirie, Scott & Co. 

The new division will serve as a 
clearing house for sales and promo- 
tion ideas. 


Zealand Has Agency 


New Zealand Government Trade 
and Tourist Bureau has appointed 
the San Francisco office of Bowman, 
Deute, Cummings, Inc. 


es 


Private Brands — 
Adopt Testing, 
Expert Claims 


New York, March 12.—Wide (de. 
velopment of private brands, with 
sponsors following methods long 
pursued by national advertisers to 
insure satisfaction to users, is pre. 
dicted by Frank W. Spaeth, sales 
promotion division manager, Na, 
tional Retail Dry Goods Association 

Big stores giving emphasis ty 
their own brands will indulge in ex. 
haustive testing to be certain that 
the merchandise will meet adver. 
tised claims in actual use, according 
to Mr. Spaeth. 

He asserted also that retail copy 
this year will set the pace for truth. 
fulness and believability. Leading 
retail merchandisers are convinced, 
he said, that all forms of advertising 
will suffer unless insincere copy js 
expunged. 


Revive Instalment Idea 


With many lines of employment 
stabilized, many big stores wil) 
place renewed faith in the efficacy 
of instalment selling, Mr. Spaeth 
continued. This method of making 
high-price goods available to those 
with low, but steady incomes, made 
an excellent showing even during 
the depression, he explained, and 
seems to have taken its place as a 


standard weapon in the arsenal off 


the store charged with coaxing dol. 
lars from the family budget. 

He believes that present condi. 
tions offer retailers a fine oppor. 
tunity to use advertising effectively. 
If rates continue to climb, however, 


he warned, big stores will turn to} 
media in an effort to hold” 


other 
down the cost of sales. 


| 

' 

Carhartt Picks Rickerd | 

Hamilton Carhartt Overall Co. 

Carhartt Park, Ky., has appointed ¢ 

E. Rickerd Advertising Agency, De- 

troit, for a new farm paper campaign 

on Hamilton-Carhartt overalls. Ra 

dio is also being tested in urban cen- 
ters. 
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| pending, is being used for the first | - I aimed at J. L. Brandeis & Sons, lead- Sleinin er Dro s iS 
SMITH CREATES time on these rugs. Daily nvokes ing department store operators, who ath te Radio Sales 
Both trade papers and consumer “ also own the Brandeis theater, leas- 
magazines are included on the sched- High Rate for ing it to the Mort H. Singer circuit,| C. L. Sleininger has resigned as 
ule. Paralleling the slogan “Nearly M . Ti of Chicago. ee a oes 2 i 
1S Right Won't Do In Carpet Colors” ovie ie-| Ips Brandeis department store copy} i fel) Btn. » chi Ps. 
featured for two years, “Nearly has contained the daily slug, “At-|@!O representatives of “hicago an 2 
Right Won’t Do in Rug Sizes” will | ies : tend the Brandeis Theater.” New York, but retains his financial 
: dang : : : 0 World-Her interest and continues as a director. 
de. tell the new story. First insertions | Omaha, Neb., March 12.—Though ut it comes, says the World-Her- President James R. Free has added 
‘ith are appearing in American Home, | rescinding the ruling that any tie-up ald, or in goes the amusement rate. |the office of treasurer, while Vice- 
ng Pa D.. S nol ee os a Good | with a theater will cause the amuse- ee pecans H. Preston Peters has also 
to ’ ousekeeping and McCall's. ment rate to be invoked, Omaha . ecome secretary. 
Ire. Bh ged gh bh . Anderson, Davis & Platte, Inc., wWoyj¢.Herald remains adamant Treats of South Africa eee 
leg Yon ers, N. Y., Mare a st n an-| New York, is in charge. ‘against direct references to theaters The Bureau of Foreign and Do- Scheel Gets Two 
Na alysis of rug — required 9 hun- nica in regular display. mestic Commerce has issued a 48- Pendicular Company, health exer- 
on dreds of homes is the basis of “Floor- ° The relaxation was due to desire|Ppage booklet “Advertising in the cisers, and Perfection Laboratories, 
to Plan Rugs,” a newly added line of Moister Moves ia aniliogs ee with merchants desiring | Union of South Africa,” Trade In- Sveltform reducing pills, Cleveland, 
ex. Alexander Smith and Sons Carpet George Moister has been appointed ne as oo aa rom te Pee eee formation Bulletin 829. Single|have appointed Scheel Advertising 
hat Co. A separate merchandising and/advertising director of Universal oi ase? eheben ¥ on ’ lecopies are five cents, and are avail-| Agency, Cleveland. — Health and med- 
ver. advertising campaign will promote| Cooler Corp., Detroit. He was for- | the Seeane oo — Me ag able from the Superintendent of | ical publications will be used on the 
ing the family of 34 standard sizes. merly with Kelvinator and Westing- | at Tri-State theaters next wee a Documents, . Government Print- | former, and movie magazines for the 
The architect’s disregard of tradi- house. The ruling on “direct” tie-ups was|ing Office, Washington, D. C. latter. 
opy tionally standard rug sizes in plan- ———= = = neeeenmmnae wanes a 
ath. ning homes with an unending vari- 
ling ety of room dimension has frequently 
ped, made it necessary for home owners 
sing to utilize custom broadloom carpet- ; 
> ig ing, or odd-size rugs made to order oa 
at higher expense. NT 
Analyzing the Problem 
lent The company studied more than 
wil) 100 houses in the “small house 
acy group” of Architectural Forum a 
1eth number sponsored by Better Homes 
<ing and Gardens, and many architects’ 
1086 plans. It found almost an amazing 
lade variety of living rooms, dining room 
ring and bedroom sizes. A decorating 
and consultant was asked to indicate the 
1S a ideal rug size for each room. These 
1 off dimensions were broken down to 34 
dol. sizes, one of which either fits exactly 
or varies only a foot or so from the 
mdi}, ideal. : 
por-be “Floor-Plan” rugs are made in Y 
rely}. three groups, each containing 23 Y 
ver. _ sizes. Series A consists of 10 figured 4 
n to ' patterns; Series B, 10 colors in a 
hold ' popular twist pebbled texture, and e.6hU€° . ' 
' Series C, 10 plain solid colors. Each V t M t th Ve zt 
group is made in a different assort- tSl ors ee tS ear. al 
ment of sizes, so that a combined 
d total of 34 sizes is offered. 
c As this wide variety of sizes is 
- made up at the mill as stock rugs, 
rd ¢ = 
Ce oe a a cane National advertisers have their eye on Cleve 
Son less than custom-cut broadloom or ’ 7 o 
align — 
Re custom-woven out-size rugs, company land. For that's the city with the big plus out 
cen: officials said. Another feature is the 
nies a aus Gk <b ee te door circulation this year. From May to November, 
=a ‘he "a sp ns yaeetasinn Cleveland will be the convention mecca of America. 
er Quick Delivery 
ines dai alicia aie aia. The Republican National Convention, the American 
color and size would require 690 rugs, 
hs seaaabuaniaie 4 atts aes oe Legion Convention, the Great Lakes Exposition, the & 
sortments, supplemented by 24-hour ¢ ; 
as ear ee Geek eae National Air Races and more than 100 other national 
houses at strategic points. 
preter ial 3+ 7 meetings come to Cleveland in 1936. Here is a great 
line is the simulated handbinding, 
r Saisie danaaa Gaede ae ae national concentration, a tremendous extra circula- 
ury-priced broadloom carpet. This 
aaa Se es es ae tion, that makes Cleveland Outdoor Advertising 
of ae 
w= the buy of the year’—in a city where the cost of 
2S 
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WHAT IS THIS 2 


the triple-thick 
corner ofa 
Columbian 
Safeway M ail- 
er! And it's not 
the only feature 
of this popular 
mailer which as- 
sures 100% 
protection to 
drawings, pho- 
tos, displays and fine printed matter. 
Made throughout with special heavy lined 
board, will stand mailing shocks and strains 
without breaking. Easy to close—locks 
tight without sealing. Saves handling time. 
May be printed or used with mailing label. 
Often saves 50% or more in postage 
costs. For samples and prices of this 
Mailer, endorsed and used by many na- 
tional concerns, address—U. S. Envelope 
Co. Dept. 3, Worcester, Mass. 


Columbian 


SAFEWAY MAILERS 


World Famous 
National history makes the back- 
ground—modern perfection in hotel 
life makes the foreground at 


he 
WILLARD HOTEL 
“The Residence of Presidents” 
Washington, D. C. 
H. P. Somervit_e, Managing Director 


ADVERTISING CO. Inc. 


poster advertising, at all times, is guaranteed not 
to exceed 7c per thousand N. A.C. And the 
advertisers know it—for only a few more 
space reservations can now be accepted. 


(Lert rad ) 


A Packer Operation 
CENTRAL OUTDOOR 
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TIMKEN COPY A LA HEINZ 


TIMKEN 


SILENT AUTOMATIC 
USERS 1m 


NOTHING DOWN 
NO PAYMENT TILL FALL 
3 YEARS TO PAY BALANCE 


ca 
present boiler or furnace in 
> WEED Gtabee 0 Sometete bine at Ge Queers ow 


OW Fornaces * Ceatttentag Une 
Water Mentors 


TIM 


——e AUTOMATIC 
+ Atdwwm ant Prone te.) 


KEN Sint 


Timken Helps 
Salesmen Win 
Feminine Ear 


Detroit, Mich., March 12.--Using 
the pyramid form of make-up which 


H. J. Heinz Company is generally 
credited with originating, Timken 
Silent Automatic division, Timken 


Detroit Axle Company, has started a 
ten-week newspaper campaign in oil 
burner markets. 

While following the Heinz formula 
in general, Timken has introduced a 
few innovations of its own. 

Wives are urged to “tell your hus. 
band the truth about furnace tend- 
ing. Tell him that it is bad for your 
health, your complexion and your 
figure.” Orthodox “nuts and bolts” 
copy is given its meed, however. 


Helping the Salesman 


Newspaper advertising is coordi- 
nated with direct mail and the 
salesmen’s approach. Copy plays up 


a free inspection offer for in- 
stance, which will be featured in 
direct mail and followed up _ by 


the salesman in his first call. In 


— ueNT waurosmarie ee ouenr “aurowavse ---- 


FREE INSPECTION OFFER 


| 
| MAIL COUPON TODAY 

‘The New Low Priced 
apr te . 


most cases the salesman’s first con- 
tact is with the housewife. The copy, 
by taking a sympathetic attitude to- 
ward her problems, helps him to get 
an audience or make a heating sur- 
vey. 


Ma 


The rates for this department ar 
“Help Wanted” and “Situations 
charge $1. 


per in., $4.75; 4 to 6 in., 
per in., $4.00; 


13 to 15 in., per in., 
contracts. 


All other classifications (single insertion rates): 
per in., $4.50; 


Vi 


e as follows: 

Wanted,” 30 cents a line, minimum 
% inch, $?. 78; 1 to 3 in., 

7 to 9 in., per in., $4.2 10 to 12 in., 

$3.75. Write for discounts on term 


POSITIONS WANTED 


CIRCULATION MANAGER 
AVAILABLE 


Twelve years diversified experience 
in publishing field. Subscription and 
newsstand sales promotion, expert 
direct- mat} circulation builder; knowl- 
edge A.B.C.; age 35; married; at pres- 
ent Fran oie Nominal salary. 


Box 729, ADVERTISING AGE, N. Y.C. 


Young woman, eight years in news- 
paper & department store copy, layout, 
promotion & display, has a job but 
wants one with more of a future. 

30x 730, ADVE RT ISING AG rE, C hicago 


- SERVICES 


J. E. JONES 


Public Relations Consultant 


Transportation Building, 
Washington, D. C 


RESEARCH AND INFORMATION 
about the relations between the Gov- 


Timken Wall Flame burner re-| ernment and national Pusiness inter- 

P . P sts and vertisers. ears news- 
ceives considerable of the selling er pod tenon yn the Capital. 
dynamite, although it is higher} NATIONAL DISTRIBUTION rw ith 

tea P +t) q.| Washington date-line throug our 
priced than most. Strongly fea-| (vy) NATIONAL INDUSTRIES NEWS 
tured, however, is Timken’s neW]|SERVICE and additional outlets. 


low-priced pressure type burner, 
which is to be used as a sales leader. 
Brooks, Smith & French are in 
charge. 


Farrell in Chicago 


John M. Farrell has resigned from 
Potts-Turnbull Advertising Co., Kan- 
sas City, Mo., to join Reincke-Ellis- 
Younggreen & Finn, Chicago. He 
was previously with Beaumont & 
Hohman, Kansas City. 


Steel Subsidiaries 
Merge Departments 


Advertising activities of Carnegie- 
Illinois Steel Corp. and American 
Sheet and Tin Plate Company have 
been consolidated 
Bldg., Pittsburgh. 


C. R. Moffett is advertising man-| TIONERY. 


ager and G. R. Schreiner and H. V. 
Jamison, assistants. 


in the Carnegie | CONFIDENTIAL SERVICE. 


ADVERTISING KEY CASES 
Your trade mark, product, building, 
auto, etce., embossed on beautiful cow- 
hide key case. Splendid good-will of- 
fering for general distribution. Send 
for samples and low quantity prices. 


WEINMAN BROTHERS, Inc., Mfrs. 


15th Floor, Merchandise Mart, 
CHICAGO 


15% TO AGENCIES 


On all car card space orders. $50 per 
month includes rich Honolulu in your 
campaign. Write to Adv. Dept. 
HONOLULU RAPID TRANSIT CO., 
HONOLULU, T. H. 


HELP WANTED 


EDITORIAL ASSISTANT WANTED 
for leading Chicago trade journal. 
Must have record of initiative and 
ability. Age not over 50. Give com- 
plete story including schooling and 
subsequent experience 

Box 733, ADVERTISING AGE, Chicago 


PHOTO ENGRAVING SALESMAN 
Good established firm has opening for 
a qualified engraving salesman. Will 
pay salary and commission to the 
right man. State references. 

Box 731, ADVERTISING AGE, Chicago 


CIRCULATION MANAGER WANTED 
for trade journal. One who can show 
successful record of selling by mail. 
Publishing experience preferred. Men- 
tion previous connections, educational 
background, age, and qualifications 
for cire ulation wor k. 

Box 732, ADVERTISING AGE, Chicago 


REPRESENTATIVES WANTED IN 
DETROIT, Cleveland, South and West 
coast, and Canada by well-known 30- 
year-old monthly publication. Write 
fully, mentioning areas covered and 
frequency. 

Box 728, ADVERTISING AGE, N. Y.C. 


Experienced mat and stereotype sales- 
man for New York City plant; good 
opportunity for right man; must have 
contacts. Write experience and nature 
of contacts. Box 720, ADVERTISING 
AGE, New York. 


ART WORK AND CUTS 


FREE ELECTROS 
We will make you one electro of each 
halftone or zine etching we make for 
you—absolutely free. Print from your 
electros and save your originals. 
Hamilton Engraving Co., Hamilton, O. 


QUALITY Photo Engravings Made 
Speedily; zinc line cuts $1 for 10 sq. 
in.; lowest prices—zinc, copper half- 
tones, art work: nation wide serv. 
Free rate card. 27 yrs. exp. Riteway 
Photo-Engr. Serv., 1457 Bway, N. Y. 


OSTON MAIL ADDRESS 


BUSINESS OR PERSONAL. 
$2.00 MONTHLY. 

INDIVIDUAL, DEPENDABLE, 
NO ROOM 
NUMBER NECESSARY ON YOUR STA- 


Established 1916 


B. AKERLEY, 167 TREMONT ST., BOSTON 


HOUSE ORGANS 


New York 
Boston 


THE BUFFALO EVENING NEWS IS READ | 
BY 82.8% OF THE FAMILIES IN THE 
BUFFALO CITY ZONE 


"BUFFALO EVENING NEws | 


Western New York's Greatest Newspaper. 
Edward H. Butler, Editar and Publisher 


KELLY-SMITH CO., National Representatives 


Philadelphia 
Detroit 


‘Chicago 
Atlanta 


“WHY HOUSE MAGAZINES” 
Get this 24 page booklet jammed- 
packed with ideas and suggestions 
from leading house magazine editors. 
Price 20 cents a copy. 

BUSINESS JOURNALIST 

222 West Adams St., Chicago 


FOR SALE 


Trade and Merchandising Periodical 
grossing over $100,000 and showing 
fair profit. Price $50,000. 

Harris-Dibble Co. 11 W. 42 St. N.Y. C. 


MISCELLANEOUS 


NEWEST PROCESS!!! 
Ideal for reproducing sales letters, il- 
lustrated advertising literature, house 
organs, etc. No typesetting or expen- 
sive cuts necessary. 
Rapid, Accurate and Economical 


600 COPIES $2.50 
Additional ery te Copies 20c 
Send for Samples 
LAUREL PROCESS, 480 Canal St.,N. Y. 


PHOTO POST ee 
Actual Reproductions 77 


Photos . 300 er 1000 
8x10 Size for Salesmen’ . 
Samples $10.50 per 100 


Graphic Arts Photo Service, Box 365, 
Hamilton, Ohio. 


A LASTING REMINDER 
ADVERTISING ASH TRAYS 

Do you smoke? Certainly, and so do 
most of your customers. Then why 
not write at once for sample ash tray 
and prices. 

JOHN 8S. FLANNIGAN 

Sales Builders Service 

CANANDAIGUA, N. Y. 


BOTTLE MAKERS 
LAUNCH ATTACK 
ON BEER CANS 


Host of Disadvantages Is Cited 
in New Campaign 


(Picture on Page 1) 

New York, March 12.—Fighting 
the inroads of canned beer, Glass 
Container Association of America 
will shortly launch a vigorous adver- 
tising campaign to tell lovers of 
the foamy brew that “Beer is bet- 
ter in bottles.” 

While the advertising purports to 
be based on a scientific survey, copy 
is of such a nature as to invite re- 
prisal by canned beer interests and 
a lively exchange of compliments in 
the press seems inevitable. 

One piece of copy shows three 
beer bottles, identified respectively 
as “Steinie,’” “Standard” and 
“Stubby,” pursuing as many fleeing 
demons clothed in black. The 


labeled 
cloudiness,” 


witches” are 
aura, “* 
odor.” 


“change in 
“and change in 


a 


Raps as “Absurd” Claims 


Where the _ illustration is less 
spectacular, the copy is no _ less 
forthright. One piece, for instance, 
explains that “this advertisement is 
published only because some state- 
ments made in support of metal con- 
tainers (such as the absurd conten- 
tion that beer in cans has a 
‘draught’ flavor) are opposed to the 
best interests of the brewing indus- 
try and are liable to public misun- 
derstanding.” 

Elsewhere in the same advertise- 
ment appears this tribute to glass: 

“Glass bottles keep beer clear and 
pure, with no change in taste or 
odor from the original brewery 
goodness. They require no lacquer, 
wax or other foreign substance as 
a protective lining, for nothing is 
so impervious to the chemical reac- 
tion of beer as glass itself. Glass 
is the only container that lets you 
LOOK at the liquid it holds, relish- 
ing, before you drink, the clear, cool 
taste its amber depths foretell.” 


Glass Held Cheaper 


Cost is also discussed, the state- 
ment being made that the can, 
which can be used only once, costs 
two cents or more, while glass bot- 


tles may be re-used many times, 
“Somebody must pay the differ. 
ence,” comments the copy. 

The survey on which the cam- 
paign is based was made by 
Schwarz Laboratories, of New York, 
E. G. Ackerman, secretary of the 
Glass Container Association, com. 
mented that “the facts speak for 
themselves.” 

Most of the advertising will ap- 
pear in color pages in The American 
Weekly, Collier’s and Time, but sev- 
eral metropolitan newspapers will 
also be used. The campaign will be 
merchandised aggressively through 
the trade press, particularly in the 
brewery field. United States Adver- 
tising Corp., Toledo, is in charge. 


Egg Acsosiaiiun 
Adds Milani Line 


Washington Codéperative Egg Asso- 
ciation, Seattle, has assumed distri- 
bution of Milani canned chicken prod- 
ucts, in addition to its Lynden 
canned chicken line, already distrib- 
uted nationally. 

The association is owned codépera- 
tively by 18,000 Washington egg pro- 
ducers. 


Britt Chemical Appoints 
Britt Chemical Co., Milwaukee, am- 
monia, bluing, and other household 
products, has appointed Gale & 
Pietch, Inc., Chicago. 


USE PRINTING 
FAITHORN 


3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies . Not only is this 
evident in the finished work, but 
alsoin priceand actual timesaved 

. Faithorn 3-in-] service offers 
typography, engraving andprint- 
ing—all under ONE roof... The 
saving of TIMEalone avoids your 
chasing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do... You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference 


Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-1 complete 
service. You, too, 
can now enjoy its 
many advantages. 


a / 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish. 
but all are here, ready to serve you. 
Speed —economy —satisfaction assured. 


FAITHORN 


CORPORATION 
Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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John G. Ham, of 
Castoria Fame, 


Taken by Death 


New York, March 12.——John G. 
Ham, 70, who figured prominently 
in the advertising success of Fletch- 
er’s Castoria, and whose promotion 
of the “Children Cry for It” slogan 
made it a household expression, died 
yesterday at his home in White 
Plains, after an illness of several 
months. 

He was advertising manager of 
The Centaur Company for 40 years 
prior to his retirement about 12 
years ago. 

The originator of the formula, a 
Dr. Picher of Cape Cod, used the 
slogan when Castoria was sold lo- 
cally in Boston before J. B. Rose 
Company acquired the product. It 
was “lifted” from letters the doctor 
received from mothers, 

The famous product was named 
after Charles H. Fletcher. Mr. 
Fletcher was associated with Mr. 
Rose, who later headed the Royal 
Baking Powder Company and sold 
his interest in Castoria to Fletcher. 
It was the latter who started Mr. 
Ham, at the age of 21 on his adver- 
tising career. 

Mr. Fletcher educated the young 
man and promoted him from clerk- 
dom to advertising manager. The 
Castoria list, under Mr. Ham’s di- 
rection, at one time included 5,000 
newspapers. Mr. Ham was also an 
advocate of outdoor advertising. At 
one time he had nine crews of sign 
painters on the road. 

Mr. Ham induced Mr. Fletcher to 
permit the use of signature facsimile 
on the Castoria label. Soon after 
Mr. Fletcher died in 1922, Sterling 
Products Company acquired one- 
fourth interest in Centaur and Mr. 
Ham retired. 


E. E. Ellis Passes 


Short Hills N. J., March 11.—E. E. 
Ellis, vice-president of the United 
States Steel Corporation, died of 
pneumonia yesterday at his home 
here. In 1925 Mr. Ellis was elected 


president of the Universal Explora- 
tion Company, a United States Steel 
Corporation subsidiary. 


Stereotype Inventor Dies 


New Haven, Conn., March 11.— 
William E. C. Young, known as in- 
ventor of improved stereotype proc- 
esses, and for 47 years foreman of 
the stereotype department of the 
New Haven Register, died here Sun- 
day. 


Publisher Dies 


Cincinnati, O., March 10.—Edward 
Rosenthal, 58, vice-president of S. 
Rosenthal & Co., Cincinnati, publish- 
ers and bookbinders, and owner of 
several business publications, died to. 
day. 

Mr. Rosenthal was sole owner of 
Automobile Digest, Gasoline Dealer, 
Radio Dial, and Writer’s Digest, and 
owned half-interests in American 
Building Association News, Indepen- 
dent Salesman, and Sportman’s Re- 
view. 


Famous Baker Dead 


New York, March 10.—Lewis Ar. 
thur Cushman, who organized one of 
the largest retail baking chains in 
the world, died today. He was 
founder and chairman of the board 
of Cushman’s Sons, Inc. 

Born at Geneseo, Ill., Mr. Cushman 
opened the first store of the present 
68-store chain, in New York in 1888. 
He was a director of Purity Bakeries 
Corporation, which he helped to es- 
tablish. Mr. Cushman retired in 
1928. 


McGraw Loses Sister 


St. Petersburg, Fla., March 10.— 
Miss Marion McGraw, 76, sister of 
James H. McGraw, chairman of the 
board of the McGraw-Hill Publishing 
Company, died here March 5. Miss 
McGraw, who resided in New York, 
was spending the winter here. 


Gibbons Passes 


New York, March 12.—Archibald 
R. Gibbons, who has done advertis- 
ing and sales work for Pneumatic 
Tool Company, Johns-Manville Com- 
pany and Rock Wool Insulation 
Company, died last week at his home 


» JOHN H. 
HAMILTON 


Has Been Appointed 


Advertising 
Director 


RADIO 


19 WEST 44th STREET ° 


WESTERN OFFICE 
731 PLYMOUTH CT., CHICAGO 


JEROME PICK 


Western Advertising Manager 


NET PAID CIRCULATION 
IN EXCESS OF 


400,000 
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NEW YORK -° 


"MONEY-BACK" ON WHISKY 


YOU CAN’T GO WRONG 


Ve 


“ 


gy 6The purchase price will be 
refunded to the purchaser 
ms if he is in any manner dis- 
satisfied with the con- 

A tents of this package! 


THIS ASSURANCE IS ON EVERY BOTTLE OF OUR WHISKEY 


A money-back offer is featured in this newspaper campaign by Chesapeake 
Brands, Inc. Gerald S. Beskin Agency, Minneapolis, is in charge. 


in Bronxville. 
His widow and mother survive. 


Medical Editor Dies 


Washington, D. C., March 11.—Dr. 
Henry Ware Cattell, 73, well-known 
pathologist and medical editor, died 
here Sunday. 


H. R. Brown Killed 


New York, March 11.—Hubert R. 
Brown, 66, publisher, of American 
Law List and other legal directories, 
was accidentally killed yesterday 
when he fell from the window of his 
office, 70 Fifth Ave. 


O. H. Ulbricht Succumbs 


Milwaukee, Wis., March 11.—Os- 
wald H. Ulbricht, 77, former editor 
and publisher of the Master Builder, 
official organ of the Master Builders 
Association of Wisconsin, died Satur- 
day at his home here. 


Kendrick Taken 


New York, March 11.—John Ry- 
land Kendrick, Jr., publisher of 
American Carpet and Upholstery 
Journal for many years, died here 
March 2 after a long illness. He 
was 65. 


General Motors 
Campaign Will 


Get ’Em Young 


New York, March 11.—Breezy but 
to the point, a new campaign in 400 
college and prep school newspapers 
has been launched by General Mo- 
tors to impress the younger genera- 
tion with the outstanding features 
of its cars, such as Knee-Action and 
Turret Tops. 

First copy in the series, already 
out, showed a co-ed and youth view- 
ing the rear of an unidentified auto- 
mobile above the lilting caption, “‘the 
air goes round and round and comes 


out here.” The signature’ reads 
“General Motors, A Public-Minded 
Institution.” 


“You guessed it,” said the text of 
the 280-line advertisement. “He is 
talking about No Draft Ventilation. 
You expect such things on a modern 
car, just as you expect Knee-Action 
and the ‘Turret Top.’ But these im- 
provements wouldn’t be there except 
for one fact—General Motors re- 
sources are great enough to stand 
the cost of pioneering them, and 
when manufacturing cost can be 
spread over millions of units, the 
price to car owners becomes small.” 

Before the end of the school year, 
eight such insertions will appear. At 
the beginning of the fall term, the 
series will be resumed. Arthur Kud- 
ner, Inc., is in charge. 


Indexes Trade-Marks 


Copies of a new book indexing 
trade-marks issued by the United 
States Patent Office during 1935, may 
be obtained from the Superintendent 
of Documents, Government Printing 
Office, Washington, D. C., for 75 cents, 
paper, $3, cloth. 


Window Facts Formed 


Window Facts, Inc., has been or- 
ganized to specialize in point-of-sale 
advertising, with headquarters at 329 
Commerce Bldg., Milwaukee. Ed- 
ward J. Stefan is president of the 
concern. 


He was 54 years old. 


BUXMAN TELLS 
DOTTED LINERS 
NOT 10 “CFLL” 


New York, March 9.—Circulating 
informally among 70 listeners, Wil- 
liam Buxman, business manager of 
Engineering News-Record, told mem- 
bers of the New York Dotted Line 
Club at a luncheon meeting in Jack 
Dempsey’s Restaurant that success- 
ful salesmen are not made by their 
salesmanship, but rather through 
knowledge and application of the 
laws of “buymanship.” 

By numerous illustrations, he indi- 
cated the fine distinction between 
success and failure in selling. No 
goods or service is ever sold, he de- 
clared. It is always bought. 

It is essential that every salesman 
study the needs of the account be- 
fore he calls on it, or if he calls with- 
out this preparation, he must ferret 
out information before proposing any 
course of action. On learning the 
aims and purposes of the account, he 
may offer suggestions which will lead 
to voluntary buying. 


They’re Non-Buyers 


Mr. Buxman purposely avoided use 
of such terms as prospects and cus- 
tomers. He views one class as “non- 
buyers,’ who become customers only 
at the moment they actually buy 


goods or services. An hour or a day 
later they are again “non-buyers,” 
open to help and suggestion and some 
other proposal. 

When one fails to sell something, 
Mr. Buxman said, the “salesman” 
tries to analyze his own shortcom- 
ings, but if he is a student of “buy- 
manship,” his thoughts turn to some 
need of the non-buyer he has over- 
looked. 


WHN Increases Power ; 
Names E. Katz Agency 


A series of daily salutes from Cap- 
itol Hill, Washington, participated in 
by public characters from Atlantic 
seaboard states last week marked es- 
tablishment of WHN, New York, just 
increased, from 1,000 to 5,000 watts, 
as one of the largest and most power- 
ful metropolitan broadcasting sta- 
tions. Celebrities were entertained 
in the studios. 

Louis K. Sidney, managing director 
of WHN, has appointed E. Katz Spe- 
cial Advertising Agency as represen- 
tative. 


Rinso Boosts All-Guard 


Rinso newspaper advertising in 34 
key cities will explain the All-Guard 
Guaranteed Washable tag this week 
in 420-line insertions to reach over 
6,400,000 readers. The tag identifies 
a tie-up between the Sanforized- 
Shrunk Process and Rinso Labora- 
tories. 


Form New Agency 


Arthur Z. Hirsch and Raymond A. 
Turpen have formed Hirsch-Turpen, 
Inc., advertising agency, New York. 
Both were associated with Ernest 
Davids, Inc., New York agency. Mr. 
Hirsch is president and treasurer and 
Mr. Turpen, vice-president. 


ADVANCE ADDRESSING 
and MAILING COMPANY 


AUTOMATIC 
MACHINE ADDRESSING 
FROM ALUMINUM PLATES 


Permanent Mailing Lists 
Our Specialty 


536 So. Clark St. Webster 3569 
CHICAGO 


WTAM 


It is as if WTAM’s service aireas were tailored 
to fit the concentration of purchasing power 
in northern Ohio. 1,017,600 NBC radio fami- 
lies are its potential circulation. WTAM is the 
only Cleveland station which blankets the 
entire Chamber of Commerce market area. 


50,000 WATTS 
NBC Red Network 


CLEVELAND 


One of NBC’s Managed and Operated Stations 
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Shows “Centipede Grip” 


United States Rubber Products, 
“Centi- 
pede Grip” on U. S. Royal “Master” 
News- 
papers and business papers are also 
Campbell-Ewald Com- 


Inc., has announced a new 
tires, in national magazines. 


being used. 
pany, New York, is the agency. 


Crosley Adopts 


Five-Year Guarantee 
Crosley Radio Corp., Cincinnati, O., 
has announced an optional five-year 
protection plan on Crosley Shelvador 
electric refrigerators for five dollars. | 


We 


) you who so carefully 

select and weigh the 
words of an advertisement. 
we submit that excellence 
of engravings is an equally 
essential requisite. ‘Too 
often has advertising failed 
because a good illustration 
has turned bad in the 
process of reproduction. 


Kngravings for your ad- 
vertisements must be 
consistently good. Rapid 
Engraving experience is 
faithfully rendering this re- 
markably fine service to a 
host of successful firms. 


Artists 
Creators - Photographers 


Photo Engravers - 


Wood Engravers 
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IN LINEAGE ARE 


~ SHOWN BY INDEX 


Retail Activity Up 3.39 for 
Week of March 7 


| Chicago, March 13.—Retail activ- 
lity in major markets increased its 
‘lead over 1935 during the week 
ended March 7, the ADVERTISING AGE 
index, based on retail advertising 
lineage in 66 important cities, shows. 


| During that week lineage placed 
| by retailers in all the newspapers of 
| those cities totalled 16,054,429, up 
| 3.3 per cent from the 15,546,307 lines 
carried during the corresponding 
'seven days of 1935. 

The favorable showing for the 
past week also was reflected in the 
figures for the year to date, which 
last week stood at 1.6 per cent above 
the corresponding 1935 period, and 
this week increased to 1.8 per cent. 


Eight Weeks Show Increase 


The week by week record has 
shown increases over last year for 
eight of the ten week periods, with 
two weeks in February showing 
losses, due principally to unusual 
harsh weather conditions. The 
weekly variation from the 1935 level, 
for all of the cities measured, is as 
follows: 


Per Cent 

Week ended Difference 
January 4 ..... +-2.5 
January 11 + 5.4 | 
January 18 ... + 6.3 
January 25... +- 3.6 
February 1... +-3.2 
February 8 + 1.0 
February 15 —0.8 
February 22 —4.2 
February 29 +1.9 
PEMTOR FT x sc0d +3.3 

The individual record of each of 


the cities measured, for last week, 
the year to date, and the correspond- 
ing periods of last year, are shown 
in the accompanying tabulation. 


As has been true each week, wide 
variations between markets are 
shown from the totals. Interpreting 
these variations, it should be borne 
in mind that the figures presented 
are “raw figures,” and not statis- 
tically treated in any way, so that 
peculiar local conditions which 
might affect the relative standing of 
any market are not apparent in the | 
tabulation. 


Returns to 3 Cents 

The price of the daily Chicago Her- 
ald and Examiner was advanced 
March 9 from two to three cents. 


FURTHER GAINS | Index of Retail Activity 


in Important Markets 


Based on total retail lineage carried by all daily news- 
papers in each market reported on 


(Copyright, 1936, by Advertising Publications, Inc.) 


Ten-week 


Ten-week 


147,437,822 


Period Period Week Week 
Ended Ended Percent Ended Ended Percent 
Mar. 9 Mar. 7, Gain Mar. 9, Mar.7, Gain 
City 1935 1936 or Loss 1935 1936 or Loss 
ATOR, Oy 20 2,611,751 2,523,444 —3.4 279,468 241,346 —13.6 
Atlanta, Ga. ..... 2,294,418 2,619,344 +14.2 276,584 299,824 + 8.4 
Birmingham, Ala. 2,546,348 2,675,050 +5.1 211,050 215,964 +2.3 
Boston, Mass..... 3,671,689 3,294,947 10.3 384,589 319,985 —16.8 
Bridgeport, Conn. 1,859,104 1,956,920 +3.6 222,012 220,416 —0.7 
Buffalo, N. Y.... 2,611,204 2,344,860 —10.2 296,646 274,470 —7.5 
Camden, N. J.... 650,706 652,722 + 0.3 68,519 68,567 iad 
Cedar Rapids, Ia. 750,134 + 0.1 76,748 92,218 + 20.2 
Chattanooga, Tenn. 1,126,819 —14.8 145,546 118,116 —18.8 
Chicaso, Bibssccsrs 4,823,903 + 2.8 487,751 548,199 +12.4 
Cincinnati, O.. 2,704,136 —4.0 377,218 328,313 —12.9 
Cievene, Orv..<s. 3,213,188 +3.8 340,453 347,176 + 2.0 
Dallas, Tex. 3,732,905 + 13.8 413,047 405,086 —1.9 
Dayton, O. 2,230,592 —11.2 327,810 261,688 -—20.2 
Denver, CGO, .iie ovcveses  sabernes ease 176,410 178,595 +1.2 
Des Moines, la. 802,109 746,409 —6.9 $2,782 84,412 2.0 
Detroit, Mich. 3,639,213 3,457,506 —2.3 451,224 383,374 —15.0 
sg a 1,168,328 1,126,132 —3.6 119,112 117,236 —1.6 
Evansville, Ind... 2,026,612 2,181,732 +7.7 209,230 270,158 +29.1 
Fall River, Mass. 553,851 573,963 +3.6 65,832 59,502 —9.7 
Flint, Oo ae 1,575,560 1,666,842 +5.8 160,104 179,074 -+11.8 
Gary, 8G. oskazns 858,946 902,382 + 5.1 104,482 105,171 +0.7 
Grand Rapids,Mich. 1,449,864 1,434,282 —1.1 180,892 167,174 —7.6 
Greenville, S. C... 994,728 956,836 —3.8 134,428 135,464 +0.8 
Indianapolis, Ind. 2,701,390 2,744,661 +1.6 337,101 358,977 +6.5 
Jersey Cry, Be. a+ 378,339 401,940 + 6.2 45,523 39,649 —12.9 
Kansas City, Kan. 367,318 368,291 4-0.3 41,993 38,143 —9.2 
Knoxville, Tenn... 1,378,311 1,564,682 +13.5 142,996 160,594 +12.3 
Little Rock, Ark 1,604,848 1,602,692 —9.1 183,260 179,718 —1.9 
Lynn, BEARS. cies. 1,762,278 1,693,314 —3.9 183,148 194,922 + 6.4 
Manchester, N. H. 587,687 563,909 —4.0 67,075 45,272 —32.5 
Memphis, Tenn. .. 1,882,748 1,893,700 + 0.6 235,186 209,160 —11.1 
Milwaukee, Wis.. 2,038,895 2,069,310 +1.0 219,982 233,992 + 6.4 
Minneapolis, Minn. 2,491,526 2,575,301 + 3.4 243,575 277,718 +14.0 
| Moline-Rock Island 1,313,144 1,457,162 +10.9 135,016 164,766 22.0 
New Bedford, Mass. 509,096 519,386 2.0 57,666 60,144 +4.3 
New Orleans, La.. 3,152,155 3,485,614 +10.6 248,045 368,804 +48.7 
New York, N. Y.. 10,127,680 11,089,143 +9.5 1,141,324 1,218,386 + 6.8 
Brooklyn, N. Y... 1,206,657 1,153,079 —4.4 130,780 124,077 —5.1 
NOPTOLR, V@. sors 1,586,774 1,622,600 2.3 158,998 180,166 +13.3 
Oakland, Calif. 1,273,495 1,280,525 + 0.6 137,13 155,917 +13.7 
Oklahoma City, 
Okla. .. 1,824,788 1,891,092 + 3.6 220,976 211,470 —4.3 
gg) > |) 1,904,700 1,828,894 —3.9 194,642 189,550 —2.6 
Philadelphia, Pa.. 4,962,053 5,002,186 +O0.8 520,198 568,475 +9.3 
Phoenix, Ariz. 1,344,952 1,396,276 +3.8 136,304 160,706 +7.9 
Pittsburgh, Pa. 4,144,814 3,909,688 5.7 500,892 179,500 = —4.3 
Portland, Ore. 1,822,198 1,937,992 + 6.4 194,992 225,932 +15.9 
Providence, R. I.. 2,228,728 2,156,879 3.2 242,483 255,453 +5.3 
Reading, Pa. . TS0,780 $19,392 + 4.9 97,678 103,838 + 6.3 
Richmond, Va. 2,053,660 2,102,100 + 2.4 249,102 255,962 +2.8 
Rochester, N.Y... 2,942,286 2,988,747 41.6 337,756 323,073 —4.2 
Sacramento, Calif. 1,820,131 1,949,233 tan 222,254 239,510 +7.8 
San Antonio, Tex 935,154 1,149,497 22.9 119,014 125,440 + 5.4 
San Diego, Calif.. 2,183,148 2,531,972 15.9 233,912 258,118 +-10.3 
San Francisco, Cal. 2,560,306 2,719,630 + 6.2 290,446 317,366 +-9.3 
South Bend, Ind.. 1,389,943 1,357,137 2.4 141,399 166,029 +17.4 
Spokane, Wash. .. 1,122,999 1,305,646 -16.3 117,674 147,956 + 25.7 
St. Louis, Mo. 3,061,230 2,951,550 —3.6 337,040 371,835 +10.3 
St. Paul, Minn. 2,152,774 2,207,473 +-2.5 245,949 291,864 18.7 
Syracuse, N. Y. 2,299,093 3,327,273 +1.2 241,836 210,196 —13.1 
|’Tacoma, Wash... 1,198,184 1,386,866 +15.7 110,838 119,518 +7.8 
TAMPA, PIR: vcs’ 2,897,720 2,661,760 l 248,248 215,040 —13.4 
Toronto, Ont., Can. 5,277,242 1,962,703 5.9 376,365 370,708 —1.5 
Washineton, D. C 7.150.086 7,847,757 9.8 577,471 690,693 +19.6 
Worcester, Mass 2,502,424 2,373,632 5.1 189,028 209,496 +10.8 
Youngstown, ©... 2,173,672 1,882,090 —13.4 99,071 114,268 15.3 
Total . +. 144,818,197 1.8 7 


15,546,307 16,054,429 + 3.3 
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MANY ADVERTISERS USE KLEEN- 
STIK to display actual products at the point 
of sale. KLEEN-STIK displays secure pre- 
ferred position in the best stores, because 
KLEEN-STIK will not harm the finest finish. 
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WITH THE GREATEST OF EASE 
the protective tape peels off, exposing 
the fresh KLEEN-STIK gum line. The 
strip is ready to put up. No moistening 
needed. It’s ready when you're ready. 


PRESENTING incidents and ideas relating 
to the uses of KLEEN-STIK, the sensa- 


tional 


new advertising adhesive 
i <5 1936 


GOOD NEWS TRAVELS VERY FAST 


% 


as these KLEEN-STIK signs hurry through 
the busy streets of San Francisco, heralding 
(1) the arrival of new, modern Yellow Cabs 
(2) moderate fares in the downtown area. 


AVAILABLE THROUGH LEADING PRINTERS AND LITHOGRAPHERS @ MADE BY KLEEN-STIK PRODUCTS, INC., 500 SANSOME ST., SAN FRANCISCO 


Coming 
Conventions 


March 17—Export convention of 
Export Managers’ Club of New York 
at Pennsylvania Hotel. 

March 29-30—Midwest Advertising 


Managers’ Association at Kansas 
City, Mo. 
April 21-24—Annual convention, 


American Newspaper Publishers As. 
sociation, at Waldorf-Astoria, New 
York. 

April 30-May 2—Annual conven. 
tion, American Association of Ad- 
vertising Agencies at the Green. 


briar, White Sulphur Springs, W. 
Va. 
May 2-4—Spring meeting, Asso- 


ciated Business Papers, Inc., at Hot 
Springs, Va. 

May 48—Sixth national premium 
exposition and convention of 
Premium Advertising Association of 


America at Palmer House, Chi- 
cago. 

May 12-14—Annual convention, 
Lithographers’ National Associa- 


tion, at the Greenbrier, White Sul- 
phur Springs, W. Va. 


May 15-16—Annual convention of 
Advertising Affiliation at London, 
Ont. 


May 18-20—Annual meeting, 
Southern Newspaper Publishers’ As- 
sociation, at Grove Park Inn, Ashe- 
ville, N. C. 


June 28-July 2—Annual conven- 
tion, Advertising Federation of 
America, at Boston. 


June 28-July 2—Annual conven- 
tion, Newspaper Advertising Execu- 
tives Association, at Boston. 


June 29-July 2—Annual conven- 
tion, International Association of 
Display Men at Netherlands-Plaza 
Hotel, Cincinnati. 


June 29-July 5—Annual conven- 
tion National Editorial Association, 
at Poland Springs, Maine. 

July 5—Annual convention Pa- 
cific Advertising Clubs’ Association 
at Seattle, Wash. 

Aug. 11-13 — Annual convention, 
Associated Sign Contractors of North 
America, at Denver. 

Aug. 31-Sept. 2—Annual conven- 
tion, Advertising Distributors Asso- 


ciation, at Royal York Hotel, 
Toronto. 

Sept. 14-17—Annual convention 
Financial Advertisers’ Association 


at Nashville, Tenn. 

Sept. 30 - Oct. 2—Annual confer- 
ence, National Industrial Advertisers 
Association, in Philadelphia. 


Sept. 30-Oct. 2—Annual conven- 
tion Direct Mail Advertising Asso- 
ciation at Netherlands Plaza Hotel, 
Cincinnati, O. 

Oct. 15-16—Annual convention 
Audit Bureau of Circulations at 
Stevens Hotel, Chicago. 

Nov. 12-14—Annual convention 
Life Advertisers’ Association at 
Edgewater Beach Hotel, Chicago. 


Agate Club Hears Hughes 


George A. Hughes, president, Edi- 
son General Electric Appliance Co., 
will speak March 16 at a luncheon 
meeting of the Agate Club, Chicago, 
at the Tavern Club at 12:15. 


Schreiber Moves 


Fred G. Schreiber has joined the 
copy staff of Simmonds & Simmonds, 
Chicago agency. He was formerly 
with Lord & Thomas and McCann- 
Erickson, Inc. 


A MERCHANDISING PLAN 
THAT TREBLED SALES 


We would like to show you a 
plan that brought buyers and 
sellers together at the point-of- 
sale. Volume increased three times 
on this comparatively new item. 


[4 letter will bring 


full information 


DONALD E. MAIN COMPANY 


141 WEST OHIO STREET 
CHICAGO, ILLINOIS 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the companies sponsor- 


jing them, or through ADVERTISING 
AGE. 
No. 908. With the Limited Sum at 


Your Disposal, 


In this book, S. D. Warren Com- 
pany shows how advertisers may ex- 
tend the effectiveness of a limited 
appropriation by the use of inter- 
changeable promotional material. I1- 
lustrations show catalog pages which 
have been adapted successfully as 
enclosures, letters and broadsides. 


No. 909. Appeal to Women. 


In 1935, Chicago’s loop department 
stores spent $3,204,155 to advertise 
merchandise of direct appeal to 
women. This Chicago Tribune bro- 
chure contains a breakdown of this 
expenditure and of the lineage it 
purchased in Chicago newspapers. 


No. 910. 
Men. 


This brochure, issued by the New 
York Law Journal, contains market 
data about attorneys as a class, and 
shows the lawyer’s triple capacity— 
as advisor, executive and director, 
and consumer, It describes a law 
journal and its importance in an at- 
torney’s daily routine, and includes 
a statement of advertising policy. 


No. 911. The KLZ Pioneer. 


Radio advertising news and _ use- 
ful selling ideas are included in this 
publication just started by KLZ 
Broadcasting Company as a_ semi- 
monthly. 


The Men Who Are Three 


No. 900. Distribution of Circulation 
of the Toronto Daily Star. 
Detailed circulation figures, popu- 

lation of the Greater Toronto area, 
market facts, and a comparative table 
of advertising lineage for 32 years 
are included in this data book issued 
by the Toronto Daily Star. 


No. 893. “How 
a Haystack.” 


“For Radio Results—Facts 

Then Continuous Research.” 

Exact coverage with programs that 
sell is the needle pointing the way 
to radio results, the first of these 
folders issued by World Broadcast- 
ing System asserts. A description of 
World Program Service and case his- 
tories of numerous users are given. 
The second folder contains an arti- 


to Find a Needle in 


First, 


cle by Donald D. Davis, president, 
General Mills, Inc., reprinted from 
Executives Service Bulletin, Metro- 
politan Life Insurance Company, in 
which he discusses ways for pros- 
pective radio advertisers to meet 
problems of broadcasting. 


No. 912. Ants! 


Ant palaces sold like hot cakes! 
This is a true story, illustrated, 
about ants and a man who built 
them an Ant palace and what it all 
means to Big Business, told by The 
New Yorker. 


No. 896. Actual Instances Proving 
the Huge Daytime Audience of 
WwHo. 


This four-page folder, issued by 
radio station WHO, shows the mail 
response by counties for the state of 
Iowa and by states from three after- 
noon programs. The first example is 
the mail received during ten days 
from a network program featuring 
a contest; second, the response in ten 
days from a sample offer on tran- 
scribed programs; third, response on 
a sample offer made twice on a local 
program. Included is a breakdown 
showing percentage of radio fami- 
lies heard from in a number of typi- 
cal Iowa families. 


No. 806. Sales Begin When Programs 
Begin. 


The importance of the daytime 
audience is shown in this analysis by 
National Broadcasting Company of 
radio’s day and night potential cir- 
culation. Designed to answer the 
question, “How many radio families 
are reachable at a given time?” the 
study shows the availability of radio 
listeners from early morning to late 
at night. Several pages are devoted 
to accomplishments of daytime 
broadcasts for some of the well- 
known advertisers. 


No. 898. Are You “Just Another 
Product” to the Druggist? 

This presentation, by American 
Druggist, gives the answers to numer- 
ous problems’ confronting adver- 
tisers of products sold through drug 
stores. It refutes five drug trade 
merchandising fallacies which the 
publication says are common. 


No. 907. Standard Market Data and 
New Information About KSTP. 
This booklet, issued by KSTP, con- 

tains detailed market information 

about Minneapolis-St. Pe 1 and the 
8th U. S. retail area. It describes 
the station’s facilities, merchandising 
services, and coverage of the market. 


No. 889. Circulation of the Des 
Moines Register & Tribune. 19386 
Coverage of Iowa’s Urban Market. 
The first of these booklets issued 

by the Des Moines Register &€ 

Tribune covers daily and Sunday 


ible form. 
TISING AGE, 100 


details and rates. 


For the small advertiser, the 
seller of the multitude of services, materials and sup- 
plies used in advertising and promotion work, The 
Advertising Market Place offers an unusual oppor- 
tunity for adequate representation at low cost. 
to this department of ADVERTISING AGE that the 
advertiser and the agency man turn for information 
which is available nowhere else in convenient, access- 
Write to Classified Manager, ADVER- 
E. Ohio St., Chicago, for full 


It is 


circulation in Iowa counties, cities 
and towns. The second booklet, in 
two sections—one devoted to the 
Sunday Register, the other to the 
daily Register and Tribune—lists by 
population classification those of the 
204 cities and towns of 1,000 popula- 
tion or over in which the Register ¢ 
Tribune has 20 per cent or more 
coverage. 


No. 904. From A (Architecture) to 
O (Orders) with Illustrations. 
This tiny booklet, with its amus- 

ingly illustrated text, is issued by 

Architecture. It contains facts about 

the market represented by the prac- 


ticing architect and his organization, 
and includes a page showing a 
monthly record of leads for manu- 
facturers produced by Architecture 
during 1935. 


No. 864, 
Building. 
What has happened to residential 

building in the past, what is going 

to happen to building in the future 
and why, are questions about which 
building material advertisers are 
thinking. This report, issued by the 
Bureau of Market Analysis, Better 
Homes €& Gardens, contains a brief 


Recovery in Residential 


history of residential building, and 


a picture of accumulated surpluses 
and shortages; review of general 
business conditions which reflect the 
basis for building recovery; exami- 
nation of the improved status of 
home financing; and evidence of im- 
provement in residential building. 


No. 905. Factors Influencing 

Car Purchases. 

An insight into reasons which in- 
fluence car purchases is afforded by 
this tabulation of 3,128 personal in- 
terviews with new car buyers, made 
by R. H. Stiepock, Detroit, for This 
Week. The investigation is limited 
to buyers of 1935 and 1936 models. 
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No man knows the real extent of the wealth-creating resources 
of this huge slice of western America! 
that today there are 784,624 people making a very comfort- 
able living here—from the ground up! More or less isolated 
from other populous centers, this market has its own buying 
Salt Lake City is its metropolis. 
The Salt Lake Tribune-Telegram is its metropolitan news- 
paper—offering, at one low cost, a very substantial coverage 


habits and buying guides. 
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of the entire Salt Lake Market Area. 


Che Salt Lake Cribune 


MORNING AND SUNDAY 


National Representatives: 
REYNOLDS-FITZGERALD, INC. 
Detroit 
San Francisco 
Los Angeles 


New York 


Chicago 
Philadelphia 
ttle 
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executives are 
learning much about this 
market from our “Market 
Facts.” A copy will be sent 
upon request. 


Business 


Salt Lake Telegram 


EVENING ONLY 


Color Representatives: 
MEMBER, ASSOCIATED WEEKLY 
New York 


Detroit 
Los Angeles 
San Francisco 
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March 16, 1936 


Voice of | 
Advertiser 


(Continued from Page 12) 


Proclaim Benefits 
of Advertising 


To the Editor: Mr. Beesley, in 
commenting upon the decision of the 
Federal Supreme Court in the Bor- 
den case in your issue of Feb. 14, 
recommends that the public be edu- 
cated concerning the benefits of ad- 
vertising. It is indeed remarkable 
that professed economists have given 
so little space to this essential part 


of the economic process. The 
“planned” economists, it is true, 
while apt in utilizing all arts of 


propaganda for their own purposes, 
generally disparage business adver- 
tising as a social waste. The social 
benefits conferred by advertising 
need to be set forth and to this end 


the following provisional formula- 
tion is offered: 
1. Freedom of exchange, that is, 


unhampered choice by the individ- 
ual as to what goods and services 
he will buy or sell, implies some 
means whereby the producer can dis- 
cover the potential consumer and 
bring his wares to the consumer’s at- 
tention. Advertising serves this pur- 
pose of placing the producer in com- 
munication with those whom his 
goods or services can benefit or grat- 
ify, and to whom, in consequence, 
they have value. In its absence, the 
producer lacks a market and the po- 
tential consumer is deprived of the 
satisfaction which the goods or serv- 
ices could give. The only alternative 
to distribution to suit user’s choice 
is that a paternalistic bureaucracy 
should regulate production and con- 
sumption according to what it 
thinks is good for us. 

2. Advertising, instead of being a 
waste, is a great economy in distri- 
bution. Making products better 


known is the first step in reducing 
distribution costs. To attempt in- 
troductory and educational work by 
direct display or personal salesman- 
ship alone is inadequate and un- 
necessarily expensive, as the print- 
ing press, sign boards and the radio 
are far more economical for the 
wholesale dissemination of ideas. 

3. Advertising tends toward lower 
prices to user and higher returns to 
producer, since with greater volume 
of sales overhead expenses become 
less in proportion to other costs and 
since, with greater volume, methods 
and machines for production can be 
made more efficient. The mere fact 
that cost of advertising must be cov- 
ered by selling price does not prove 
that it increases selling price. Actu- 
ally, where advertising is properly 
applied, other costs are reduced by 
more than the cost of the advertis- 
ing. 

4. Before production can reach its 
ultimate consummation in use, there 


ordinarily intervene storage, trans- 
portation and _ sales’' distribution, 
with their attendant uncertainties 


and risks, and advertising, by short- 
ening the path or avoiding losses, is 
beneficial. It reduces the risks of 
investment in plant, in development 
of product, and in training of oper- 
ating organization and staff, all of 
which must be charged off as waste 
unless covered by sales. 

By hastening and enlarging dis- 
tribution and by creating consumers 
through information and education, 
advertising increases the _ service- 
ability of both capital and labor. 

5. Free competition in production 
and distribution encourages not only 
efficient use of capital and effort, but 
also stimulates intensely the devel- 
opment of new and improved prod- 
ucts and the offering of a greater or 
better service. However, before the 
economic advantage, beauty or other 
superiority or satisfaction conferred 
by a novel product can be desired 
by the consumer, who is the ultimate 
beneficiary, they must be known to 
him. Even radical improvements 
and valuable inventions ordinarily 
do not sell themselves, and without 
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advertising a fortune may be wasted 
in capital and other fixed charges 
before buyers appear. Instruction of 
the public eliminates such waste 
and, further, gives rise to a demand 
for improved products, which, in 
turn, accelerates technical progress. 

6. Advertising contributes abund- 
antly to the enlightenment of the 
public, not only concerning the 
availability, uses and advantages of 
new products, but also generally 
concerning the arts and _ sciences. 
Advertising literature issued by 
manufacturers is regularly used for 
instructional purposes in colleges 
and universities, and the writers of 
text books commonly rely upon 
manufacturers’ catalogs for much of 
their information. In fact, it is fre- 
quently remarked that the text 
books lag four or five years behind 
the catalog, which is not a fault of 
the text book compilers, but rather 
because the producer, in his eager- 
ness to attract business, is continu- 


ally putting forth discoveries and 
improvements. 
7. Advertising promotes high 


standards of business morality, since 
by putting his claims on record the 
advertiser obligates himself to their 
fulfillment. The producer perfects 
his product in order that he may 
deserve and retain the confidence 
induced by the advertising. 

The foregoing by no means ex- 
hausts the list of the benefits which 
flow from advertising and advertis- 
ing men may well give some thought 
and time to popular exposition of 
this subject, which is needed just 
now to disabuse politicians and the 
consuming public of the misleading 
statements and false impressions so 
industriously circulated by ‘“econo- 
mists” of the Stuart Chase-Tugwell- 
Wallace-Ezekiel school. Everyone 
interested in preserving the bless- 
ings of individual liberty and free 
opportunity, in which each one is 
rewarded in proportion to his abil- 
ity and willingness to serve the 
wants and desires of others, should 
act now by contributing toward the 
general enlightenment. This should 
be taken up both individually and 


through advertising, business and 


other organizations. 
Geo. H. GIBSON, 


Pres., Geo. H. Gibson Co., 


New York. 
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Let There Be Light 


To the Editor: I picked up my 
Feb. 24 issue of ADVERTISING AGE to 
learn from Partridge & Anderson 
Company that it takes light rays 27,- 
000,000 years to travel from the 
earth to the sun. They sure go back 
slowly if they take only a little over 
eight minutes’ traveling from the 
sun to the earth. 

Danged if I can figure it out. 
Maybe it’s the prosperity ray that 
holds it back. Anyway, some quicker 
attention-caller probably already has 
stuck his head out on this one. 


PHILIP FENNELLY, 
Philip Fennelly & Associates, 
Portland, Oreg. 
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And Baltimore Would 
Like Some Credit Too 


To the Editor: I note the claim of 
Omaha to some of the “reflected 
glory” for its part in launching the 
Truth - in - Advertising movement 
under the banner of the A. F. A. 

It seems to me that Baltimore has 
a right to claim some credit for its 
part in promoting and fostering this 
big idea. It was at Baltimore that 
the plan really began to take shape. 
It was there on Friday, June 13, 
1913, that 13 divisions of advertising 
signed what later came to be known 
as the Baltimore Truth Declaration. 

I quote one paragraph from that 
document: 

“We believe in truth, the corner- 
stone of all honorable and success- 
ful business, and we pledge our- 
selves, each to one, and one to all, 
to make this the foundation of our 
dealings, to the end that our mutual 
relations may become still more har- 
monious and efficient.” 

As a result of that convention the 
Advertising Club of Baltimore pre- 


sented to the A. F. A. the famous 
Baltimore Truth Trophy which wag 
sought after and fought for by clubs 
and bureaus everywhere. 

The Baltimore Advertising Club is 
keenly interested in plans for the 
Boston convention and we hope to 
bring the Truth Trophy and a large 
delegation to the convention in June, 

Howarp S. JONEs, 

Pres., Advertising Club of Balti. 

more. 


7, 7 hs 
Very Simple 
To the Editor: I never made the 
trip on the wings of light personally, 
but the through schedule is 8% 
minutes. Probably Partridge & 
Anderson made it by airplane, which 
can travel only 200 or 300 miles an 
hour. 
Light holds a steady pace of 186.- 
000 miles per second. 


W. G. CALDERWOOD, 


Ministers Life & Casualty Union, 
Minneapolis, Minn. 


Air Travel Gained 
50 Per Cent in ’35 


A total of 860,761 passengers was 
carried on commercial airways in 
1935, a gain of 50 per cent over 1934, 
according to the Department of Com- 
merce. 

The figure included both domestic 
lines and Canadian and Latin exten- 
sions. Pounds of air express jumped 
from 3,449,675 to 5,511,737. 


Launch Bock Beer Drive 


The New York Brewers Board of 
Trade has released a Bock beer cam- 
paign starting March 13 in 41 news- 
papers in the metropolitan area. A 
travesty on the conventional beauty 
contest was staged March 14 in Cen- 
tral Park, well-known artists select- 
ing “the perfect goat’ to symbolize 
Bock beer. 


Gets Hearn Post 


Amy Vanderbilt has been ap- 
pointed fashion director of Hearn De- 
partment Store, New York, and will 
direct its spring fashion spectacle, in- 
cluding an amateur model contest, 
opening a new fashion floor. 


Mis R CASE anyone still thinks 


of WLW 


in terms of Cincinnati 


coverage, we would like to point out 
that if WLW had not one listener 


in Cincinnati, it would still have 


95% of its present audience. 


THE CROSLEY RADIO CORPORATION 


CINCINNATI, OHIO 
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| PHOTOGRAPHIC REVIEW OF THE WEEK 


"SCOTTY" BECOMES IMMORTAL MODEL FOR TEXAS CENTENNIAL EXHIBIT 


a wT Sy 


cp ore." @ 
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AS 

in — With his pal, the Sealyham, this pup has been reproduced in 16,000 statuettes 
4, oF for Black and White whisky. Alfa Display, New York, handled the job. 


LO! THE CLIENT, AS USUAL, IN MIDDLE 


Miniature of building to be erected by National Life Insurance Co., Nashville, at Southwestern exposition. 


NOW ACCIDENT AND HEALTH WILL HAVE "WEEK" 


AY PROTECT ALL 


ACCIDENT and HEALTH INSURANCE WEEK : APRIL 20-25 


Joseph H. Finn tells Herbert F. McLaury, Burlington advertising manager, just 

how advertising for the new Zephyrs, shortly to number eight, should be handled, 

while Wallace Meyer, also of Reincke-Ellis-Younggreen & Finn, Burlington counsel, 
smiles agreement. 


Conveying the two meanings of accident and health insurance, this poster has been adopted by the 70 
companies cooperating in the program. C. E. Rickerd Advertising Agency, Detroit, is in charge. 


RUG TO FIT EVERY FLOOR, NEW SMITH PLAN DISCUSS NEW CADILLAC APPEALS 
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Frank J. Denny, (left) advertising manager of Cadillac Motor Car 
Company, goes into a huddle with T. F. MacManus, president of 
MacManus, John & Adams, Inc., Cadillac agency, over plans for 


(Story on Page 37.) 


— selling season. Out of it emerged an intensive newspaper, out- 
oor poster and direct mail campaign, supplementing the current 
magazine schedule. 
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FF els-Naptha BUILDS MARKET-WIDE 
SALES SUCCESS WITH COLOR CAMPAIGN 


1 IN THE CHICAGO SU 


COLOR COMICS ADVERTISING 


pays out for Fels-Naptha bar soap. An 
interesting conversational series, appearing 
in full color in the comics section of the 
Chicago Sunday Tribune, began in 1934. 
Now in its third year, the series has brought 
active co-operation from distributors and 
increased sales throughout the 
entire Chicago territory. 


consumer 


AY TRIBUNE ¢ 


ESULTS! That's the prime reason why Fels & Company 

renewed its comics section color campaign in the Chicago 
Tribune for this year. 

Read the letter. It’s a frank statement of results from the 
viewpoint of greater dealer interest and co-operation, and of 
increased sales throughout the entire Chicago territory. 

The Fels-Naptha bar soap color campaign began in the 
Sunday Tribune comics section as an experimental effort in 
1934. It paid out so promptly that the number of insertions was 
practically doubled in 1935. Again results were so definite that 
an even larger campaign has been launched this year. 

Since the beginning of this advertising in the comics section, 
the Tribune has carried Fels-Naptha bar soap advertising ex- 
clusively in Chicago. 


For High Volume Response 

With a convenience item such as bar soap, unit sales are 
necessarily small and high volume response is imperative. It 
is repeat business, sustained consumer demand, that justifies 
this Fels-Naptha Tribune advertising. 

Feminine preferences are decisive in soap sales. The suc- 
cess of this campaign makes it obvious that the Chicago Tribune 
has an intensely vital women’s appeal. Numerically, the Sun- 
day Tribune in city and suburbs alone has a 47% greater family 
coverage than any other Chicago newspaper. 

With a total circulation exceeding a million every Sunday, 
the Tribune also provides a tremendous “plus” circulation in 
the many cities and trading centers which compose the great 
Chicago market. 

The Chicago Tribune’s advertising leadership in Chicago— 
over six million lines in 1935—is based on results obtained for 
advertisers, both large and small. The Tribune had over a 
million line increase in 1935. The increase in retail advertising 
—placed by Chicago merchants who are in daily contact with 
Chicago newspaper readers—amounted to more than 670,000 lines, 


Know What It Will Do For You 


For greater results at economical advertising cost, place 
your advertising in the Chicago Tribune. Its line rate per 
100,000 circulation is among the lowest in the publication field. 
The Tribune has more home circulation in Chicago and suburbs 
delivered by official carriers than all other Chicago newspapers 
combined. 

Why not know a// that the Chicago Tribune can do for you 
in this essential market this year? Your advertising counsel— 
or a Tribune representative—will give you the facts. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


SHE KNOWS what she wants and her preference is 
fcr merchandise advertised in the Chicago Tribune. The 
dealer knows, too! Products advertised in the Tribune 
receive exceptional dealer support. 


MULTIPLY THIS FAMILY GROUP over a 


times and then you can appreciate the buying 


day Tribune. 


which are generated by advertising in the Chicago Sun- 


ACID TESTS! Ailes crowded with buyers show Chicas? 
department stores that their advertising is most produc’ 
tive when in the Tribune, which leads all Chicago ne¥® 
papers in total department store advertising. 


million 
impulses 
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